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WITH OVER 300 IN DAILY SERVICE 


Year after year, day or night, discriminating Advertisers find in 
SYNCROTIME the ONE medium to TRAP the Public Eye, and make 


their Advertising Location a Landmark. 


As SYNCROTIME is tied in with Arlington Time, it’s always Accurate 
Time. The Public relies on YOUR Clock for daily appointments, and 
your Message is driven Home to the thousands of Daily Observers. 


Follow the Leaders . . . Use Large Clocks on your Signs, Bulletins 
or Store Fronts. But—pbe sure it’s a Genuine Outdoor Clock — 


A SYNCROTIME. 


— 80% of ALL La rge Outdoor 


| Clocks are Ryncrotimel 


MOST Plant Operators Consider VALUE FIRST. That’s the Reason 
NATIONAL .. . Like CHEVROLET .. . is FIRST in SALES. 


Neglect of VALUE is the open door to continuing Service Troubles. 


NATIONAL TIME & SIGNAL CORPORATION 


600 E.MILWAUKEE AVENUE DETROIT, MICHIGAN 
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COMING 


IN HIS July article, Processor Harry L. 
Hiett will turn from the highly technical 
subject of color-separation half-tones 
(page 30) and tell about a process meth- 
od all processors can employ more easily 
—the key-line block-out method of re- 
producing illustrations other than photo- 
graphic. His discussion will take up some 
of the later-day improvements in_ this 
pioneer process method. . . . Next month, 
Clarence L. Krieger, in the next and 
third article in his sales series that's bor- 
ing right into the highly complicated 
subject of selling outdoor advertising 
(page 20), will advance some ''sound rules 
for creating good selling copy.’ These 
are nine in number and are well worth 
studying in the manner that Krieger will 
present them. .. . Sand blasting of signs 
with the air brush will be subject of 
July discussion by Instructor George W. 
Kadel of Dallas, author of ‘Air Brush 
Art,'' published by SIGNS of the Times. 
Kadel promises some valuable revela- 
tions, based on his own exhaustive experi- 
ments and findings. . . . Points on color 
matching. will be explained by Colorist 
Dan E. Dynes in his next article. He will 
reveal how it is that some of the best- 
known artists are able to limit their pal- 
ettes to a ''mere dozen'’ different pig- 
ments. . . . Cartoonist Al Fagley's next 
article will be his eighth one on display 
ways to wit and humor. In it he will 
present some thirty sketches illustrating 
figure construction that brings ‘'life'' to 
the display cartoon. . . . Producing of the 
better display cards will continue to be 
discussed in the Art and Design Section 
along the lines of the article by Abraham 
Switkin, who in the May number told of 
de luxe work in New York City, and the 
article by Angelo Pumilia in this number 
(page 41), presenting distinctive card 
styles for shoe styles. The July number 
will bring more. such card work in the 
de luxe class. .. . A group of presenta- 
tions on electrical advertising installa- 
tions for theatres gets under way with 
an article in this number (page | 3). 


THE COVER 


contains Designer Edward H. Tackney's 
fourth sketch of proposed store-front pub- 
licity. In this design attractiveness is sac- 
rificed somewhat to give prominence to 
the name display. This is a form of 
store-front publicity that can be illumi- 
nated or unilluminated—a source of 
business to the commercial as well as the 
electrical branch of the sign industry. 
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THEATRE MARQUEES ¢ DISPLAY FIXTURES ¢ SPECTACULARS 


Always rated the "'speediest, toughest, 
‘porcelain’ finish on the market." 
Ronamel One Hour Speed Finish now steps 


farther ahead with important improve-— 


ments. 


Today—every user of Ronamel gets this 
extra bonus at no extra cost. Without 
question, Ronamel offers the sign trade the 
most economical, high-speed, durable fin- 
ishing program available. 


Here's the story: Ronamel is made of 
special synthetic base. It may be sprayed 
or brushed. It dries to touch in |5 minutes; 
hard in one hour, to a sparkling, lasting, 
high gloss finish. Highly pigmented, it has 
powerful coverage . often permitting 
successful one-coat finishing. 


T. JJ RONAN Co. INC 


749 East 135th Street 
New York City 
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Ronamel is suitable for signs, autos, 
trucks, furniture, etc.—equally effective on 
metal, wood or concrete. In durability, 
Ronamel resists sun, weather, temperature 
changes, chemicals, brines, fumes, etc. 


Whether you are an old friend or a new 
user, this improved Ronamel brings you the 
greatest value in sign finishing. Ask your 
jobber for the new Ronamel Speed Finish. 
Send coupon below for our latest color 
card, showing 20 brilliant, attractive colors 
—plus Black, White and Aluminum. 


PS Fill in and Mail 


tT. J. RONAN CO., INC. Ste 
749 E. 135th St.. New York City 


7 
Gentlemen: 


Send RONAMEL Color Card, without obligation. 
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This model is probably the 
most widely used Thordarson 
neon transformer. Will illu- 
minate 45’ of 15 mm. red or 
56’ of 15 mm. fluorescent. 32’ 
or 39° of 12 mm. 


$0--12--30 


This model is also extremely 
popular. Illuminates 60’ of 
15 mm. red or 72’ of 15 mm. 
fluorescent. 45’ red or 54’ 
fluorescent in 12 mm. tubing. 


The old “newspaper” method of guessing the temperature of a tube 
under bombardment is made permanently obsolete by the TUBE TEMP. 
It is a sturdy, scientific meter which uniformly measures the temperature 
of the tube. 

With intermediate size tubing—1l2 mm, etc.—the point marked “Glass” 
will be reached by the pointer when a temperature of approximately 
300° F. is reached. The “Seal-off” point indicates approximately 100° F., 
and the “Pyrex” point, approximately 450° F. 

The method of procedure is accurate and simple: When the pointer 
reaches the pre-determined scale reading, evacuate and heat the elec- 
trodes in the usual manner. By always filling at the “Seal-off” point, a 
uniform gas pressure is assured. 

The TUBE TEMP is built to last indefinitely—and costs only a dollar 


from your Thordarson Distributor. 
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Elec. Mfg. Co., Chicago 
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Pepsi-Cola... Growing User 
of Advertising Display 


“average American” what’s Amer- 

ica’s biggest nickel’s worth, he or 
she will say-—-you guessed it—‘Pepsi- 
Cola.” With leaps and bounds, accom- 
plished with a point-of-sale program and 
an outdoor advertising campaign of 
gradually increasing and expanding pro- 
portions, Pepsi-Cola—‘‘a nickel drink, 
worth a dime’—has been growing in 
popularity among beverage imbibers. 

Pepsi-Cola Company and its advertis- 
ing agency, Newell-Emmett Company, 
Inc., New York City, have been working 
on plans for the company’s sign and 
outdoor advertising, which has now 
grown to the use of bulletins, electrics, 
and wall displays in regions covering the 
greater part of the country, augmented 
by truck signs and the ever-widening 
point-of-sale program. 

To date, Pepsi-Cola’s most ambitious 
use of outdoor advertising in an area of 
high circulation is in the “package” of 
three new displays—two wall displays 


ie getting so that if you ask the 


and a roof display—placed in the Times 
square area of New York City by 
Douglas Leigh, Inc., the first showing 
of its kind for Pepsi-Cola. 

‘These displays add largely to Pepsi- 
Cola’s advertising campaign concen- 
trated in and around New York, in the 
use of large newspaper space, in the 
conducting of “carton” contest advertis- 
ing, and in employing point-of-sale 
signs, including painted signs, porcelain- 
enameled signs, cabinet containers, and 
interior signs and displays. That the 
new outdoor displays “add largely’ is 
literally true, considering the size of one 
of them in particular. It is pictured 
here (at left) and it covers an area of 
more than 8,000 square feet of space 
on the wall of a building on Forty- 
eighth street between Broadway and 
Seventh avenue. It is 70 feet by 122 
feet in size, a size that places it among 
“the big walls’ of New York, and it is 
visible head-on to people entering and 
leaving the Capitol theatre on Broadway 


and the Roxy on Seventh avenue. “A 
big ©; K.. from: Ue. 5.0 AY as: its ~sales 
slogan. Painting of this wall required 
more than 100 gallons of paint and kept 
two crews of painters busy for two 
weeks, according to the Leigh company. 

A second unit in the Times square 
“package” is on the roof of Loew’s 
Mayfair theatre. On this, a cut-out re- 
production of the bottle is displayed, and 


as a bid for additional attention, a large “ 


display thermometer is being installed. 

The third display, which shows to 
south-bound pedestrians, is at the south- 
east corner of Forty-sixth street and 
Broadway. It is a large framed flat- 
against-the-wall bulletin space more than 
two stories in height. It states that 
“Big drink gets big hand,” and is illumi- 
nated by overhead reflectors. 

As in all its advertising, each of thes! 
displays says in one way or another. that 
Pepsi-Cola is a big buy fora: nickel, a 
big bottle for the money, in other words, 
“America’s biggest nickel’s worth.” 


A “package” 
advertising in an area of high circulation. 
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of three new displays in the Times square area of New York City represents Pepsi-Cola’s most ambitious use to date of outdoor 
~The wall at left ranks among New York’s big ones, being 122 by 70 feet in size. 
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Findings in this article reveal that this dis- 
play in Denver contains the tallest thermome- 
ter—53 feet in height on a 76-foot vertical. 


c AN we say that our vertical 
{ neon thermometer is the biggest 
in the country? If not, where 

is there one bigger than ours?” 

“Our information is that the sign in- 
cludes the tallest vertical electrical ther- 
mometer in the United States.” 

Confronted by such inquiries and 
statements and by an unaccountable sud- 
den interest as to who has the “biggest”’ 
vertical thermometer that registers tem- 
perature by means of luminous tubing 
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... How Tall? 


or lamps, SIGNS of the Times has 
made these findings regarding such 
thermometers known to have been in- 
stalled. Some of these have been already 
described in past issues of SIGNS of 
the Times, and others are described 
here. 

It is dangerous business to say, with- 
out qualifying one’s statement, that a 
display—no matter what kind—is the 
biggest in the world or the biggest in 
the United States. That is covering too 
much territory, and there is always the 
chance of being in ignorance of all the 
facts. 

As to the sizes of vertical electric 
thermometers, they seem to be judged 
in two ways—(l) by the size of the 
structure containing the thermometer 
unit, and (2) by the size of the ther- 
mometer unit itself. In some instances 
the size referred to is apparently that 
of the sign structure on which the ther- 
mometer unit is mounted, instead of the 
thermometer unit proper. 


HE employing of large tubing-illu- 

minated vertical display thermome- 
ters in advertising display is one of 
those ideas that had their introduction at 
the Century of Progress exposition in 
Chicago back in 1933. There a large 
thermometer “tower” was installed by 
Federal Electric Company to advertise 
‘“Havoline” products for the Indian Re- 
finng Company. This thermometer 
registered the temperature in luminous 
tubing. 

Public reaction was highly favorable, 
the idea proved to be successful, and the 
‘“Havoline” job proved to be the “grand- 
daddy”’ of vertical thermometers in elec- 
trical advertising display. An insurance 
manager saw it at the Chicago fair and 
it gave him the idea of using what is 
believed to have been the first vertical 
identification display of its kind—a 
three-story vertical thermometer in lumi- 
nous tubing. J. Wallace Huntington, 
manager of the Ohio department for 
Mill Mutuals, general insurance, Co- 
lumbus, Ohio, got the idea, R. M. Poli 
designed the display, and Neon Sign & 
Novelty Company built it. It was 
erected in Columbus and described in 


detail on page 15 of the August, 1935, 
SIGNS of the Times. 

Almost 30 feet of this display’s 33 
feet 6 inches of height was taken up by 
the thermometer. It was built to regis- 
ter temperatures in luminous tubing to 
within plus or minus each of the two- 
degree scale divisions on the tempera- 
ture column. 


ATER in 1935, folks in Buffalo were 
treated to an interesting spectacle, 
a unique spectacular bulletin for the 
Goodyear Wende Oil Corporation, on 
which “Texaco” motor oil was the fea- 
tured product and a vertical luminous- 
tubing thermometer the featured attrac- 
tion. 

This thermometer, illuminated with 
red neon and extending above the bulle- 
tin panel of the display, was said to 
have a height of “nearly 50 feet from 
tip to tip.” This, however, has been 
subject to questioning by observers, who, 
upon viewing the display, are inclined 
to believe that the thermometer “does 
not look that tall.’ The display was 
installed by Claude-Neon Displays, Inc., 
and was described in the December, 
1935, SIGNS of the Times, page 75. 


NSURANCE companies seem to like 
the idea of vertical display thermom- 
eters. In July, 1936, Federal Electric 
Company erected for an insurance com- 
pany in Dallas a 60-foot vertical con- 
taining a thermometer that is unique in 
itself in that it is not one double-faced 
thermometer, but two. It registers not 
only outside temperature, but that inside 
the building the display identifies. An- 
other manner in which this tempera- 
ture-teller differs is in the temperature 
columns, which are composed of reflec- 
tor lamps instead of luminous tubing. 
Numerals and degree marks, however, 
are of tubing. 

The display identifies the Gulf States 
building on a most prominent street 
corner in Dallas, at Main and Akard. 
The building is owned by the Southland 
Life Insurance Company, who had the 
display installed. 

While this structure is 60 feet tall, 
the thermometer portion is only 33 feet 
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in height. This was personally deter- 
mined from Federal by the manager of 
the flasher division of Sangamo Electric 
Company, E. J. Schulenburg, whose 
curiosity has also been aroused by the 
recent growth of interest in thermome- 
ter sizes and by the variance of opinion 
about them. 

The display’s over-all dimensions ex- 
tend for a height of six stories on a 
corner of the Gulf States building, and 
it is 10 feet 4 inches wide. “Gulf States” 
is in 3-foot double-tube high-intensity 
blue tubing. Since the accompanying 
picture of the display was taken, the 
word “Life” at the base has been 
changed to “Bldg.” The clock at bot- 
tom—a tool of advertising display that 
works hand in hand with thermometers 
—is tubing-illuminated and measures 3 
feet in diameter. 


NOTHER insurance-company dis- 
play in which a vertical thermometer 
is incorporated—also a display clock— 
is in Cincinnati on the building occupied 
by the Western & Southern Life Insur- 
ance Company. The thermometer was 
recently added to the company’s sign by 
The Lackner Company, and it shows to 
the heavy traffic on the new Columbia 
parkway at Fifth street and Broadway. 
This thermometer has an_ over-all 
height of 34 feet and is 4 feet in width. 
In shape it has the appearance of a 
household thermometer on a huge scale. 
Like the Gulf States thermometer, this 
one does not register the temperature 
with tubing, but with lamps.  Inside- 
frosted 25-watt lamps are used for this 
purpose, each lamp representing two de- 
grees. Fifteen lamps under the 20 below 
zero mark burn steadily while all other 
lamps in the column are controlled by 
the temperature-registering mechanism. 
Numerals are of yellow gold fluorescent 
tubing and the degree or temperature 
marks are in green fluorescence. This 
tubing is operated from twelve 12,000- 
volt transformers. The thermometer 
face is black-finished sheet steel. 


EXAS has another thermometer of 

large proportions—in the “Jasmine” 
spectacular in Houston, described on 
pages 60 and 61 of the September, 1939, 
SIGNS of the Times. The display was 
erected by Matteson-Southwest, Inc. 

The thermometer in this display is 34 
feet in height. It is tubing-illuminated 
and shows the temperature in red neon 
day and night. Every two degrees of 
temperature change is shown, more than 
5 feet of neon-grid being used for each 
two-degree unit. The thermometer is 
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operated from a master control ther- 
mometer equipped with an_ intricate 
flasher action that causes the tubing 
illumination indicating the temperature 
on the display thermometer to corre- 
spond with the reading of the master 
control unit. 


N DENVER, there is a thermometer 
display that tops all these others in 
size. It is part of a 76-foot vertical that 
advertises coal for the Victor American 
Fuel Company at Seventeenth and Cur- 
tis. It features the words “Chandler- 
Pinnacle’ and the vertical thermometer 
side by side on its 7 feet of width, and 
the entire display is in tubing of five 
different colors. The installation was 
made by Electrical Products Consolli- 
dated and C. O. Songer was the de- 
signer. 

The height of the thermometer col- 
umn in this display is 53 feet. The ther- 
mometer registers within two degrees 
from 20 degrees below zero to 110 de- 
grees above. It burns continuously day 
and night. The numerals are 19 inches 
tall, in red neon, and the degree marks 
are in fluorescent tubing, each mark be- 
ing individually controlled by mercury 
regulators on the roof of the buildings. 
The lettering and degree marks flash 


alternately at night, and in the daytime 


the degree marks burn steadily. “Chand- 
ler-Pinnacle” is in marine green letters 
22 inches tall. The display has a black 
background with silver border and 
silver-faced letters with painted stripes 
of fire red. 


RECAPITULATION of these find- 


ings reveals the following informa- 
tion as to the sizes of the thermometer 
portion of the six displays referred to 
in this article: 


Mill Mutuals, Columbus— 

Almost 30 feet, thermometer column 
Texaco, Buffalo— 

Nearly 50 feet over all 
Gulf States, Dallas— 

33 feet, thermometer column 
Western Southern, Cincinnati— 

34 feet, over all 
Jasmine, Houston— 

34 feet, over all 
Chandler-Pinnacle, Denver— 

53 feet, thermometer column 


The story does not end here, however. 
The recent increased interest in vertical 
thermometers will doubtlessly result in 
installations containing thermometer 
units of sizes that might equal or even 
exceed the sizes of these units. SIGNS 
of the Times welcomes information of 
such installations whenever they are 
made. 
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Insurance companies seem to like the idea of 
vertical display thermometers. The thermom- 
eter on this Dallas display is 33 feet tall. 


Over-all height of the thermometer unit re- 
cently installed in this Cincinnati display is 
34 feet. 
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_ How Structural Treatments on Outdoor Bulletins Can Produce 


Special Advertising Effect 


fpaeses Dutdacs Ate 


In these six outdoor advertising displays erected by Gaess Outdoor 
Advertising, Inc.. of North Bergen, N. J., special structural effects 
obtain special advertising effects for well-known products—Feigen- 
span’s P. O. N., Browne Vintners Company’s White Horse Scotch and 
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ITS DRY - ITS LIGHT - IT TASTES JUST RIGHT — 


: HEN VORR 
BLENDED SCOTCH WHISKEY BG@ PROOF A BLEND OF WOO SCOTCH WHISKIES ALL & YEARS OLD BROWNE WATRERS, COC 


Wilson whiskey, Standard Oil’s Esso, and Wolf’s Head motor oil. 
Cut-outs dominant in size and coloring and three-dimensional units, 
all neatly executed, are the effect-getters. The Gaess company is now 
observing its thirty-fifth year in business. 


TUNE, “L940 


Sr eT Amy eT Te TR 


Coming... A Poster Summer 


One-Time Poster Advertisers Returning to the Panels, 


the 


Regular Advertisers, and New Advertisers Will Share the Space 


LANTS filled—no space—posting 
taken on option only. That pre- 
sents the picture of outdoor posting 

in many areas as it now looks for the 
coming summer months. 

One-time users returning to the pan- 
els, the regular users, and new users of 
outdoor posting will share the space, 
nationally and regionally. The poster 
designs promise to be highly interesting, 
with human-interest appeal, as usual, the 
most popular approach, followed by sex 
appeal as a close second. 

Last year the Tea Bureau employed 
outdoor posting with huge success in ad- 
vancing the reasons for drinking iced 
tea. This year, the bureau’s 2,525 new 
outdoor posters will be displayed over 
the country, carrying, as «Benjamin 
Wood, managing director of the bureau, 
puts it, “an enormous advertising load 
at an incredibly small impression cost.” 

The sales impact of the bureau’s na- 
tional showing is planned to reach mil- 
lions of consumers repeatedly this sum- 
mer. As posters must deliver their sales 
messages to those who read while they 


The sales impact of the Tea Bureau’s national showing is planned to reach millions of consumers repeatedly this summer. 
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run, simplicity is the keynote of the 1940 
Tea Bureau designs. 

Iced tea is a “natural” for poster ad- 
vertising, and the slogan, “Tea peps 
you up,” is a concise, compelling sales 
message that is planned to turn the 
thoughts of many persons to a tall, 
frosted glass of iced tea, such as the one 
that will be featured in the posting. 

The bureau’s posting began last month 
in Georgia, Alabama, Louisiana, Flor- 
also in Chattanooga, 
Memphis, and Nashville on May 20. In 
June and July, posters will be seen in 
about thirty other states and in the Dis- 
trict of Columbia. William Esy & Co., 
New York, is the bureau’s advertising 
agency. | 

A newcomer to outdoor posting this 
summer will be the Pan American Cof- 
fee Bureau, who, with a series of posters 
placed through its advertising agency, 
Arthur Kudner, Inc., New York, will 
portray how iced coffee “cools you off.” 
Three posters are ready. One will de- 
pict coffee’s “glamour girl,” who will be 
seen on the panels beginning on June 20 


will be the one used last year, “Tea peps you up!” 
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as the first part of the summer iced 
coffee drive. The second poster presents 
another and more intimate view of 
coffee’s “glamour girl” in a poster that 
repeats the message, “Iced coffee cools 
you off!” as a cool thought for hot days. 
A third design, the work of Artist Jos- 
eph Binder, also contains the message, 
with a “cool” painting of a cool-looking 
glass of the coffee. This poster is sup- 
plied by the Pan American Coffee Bur- 
eau to individual coffee roasters for 
posting with their own brand names. 


HE General Tire & Rubber Com- 
pany, Akron, Ohio, has scheduled 
for this summer—the first time—a na- 


- tional highway poster campaign that has 


a rather unique poster copy treatment. 
General’s agency is the D’Arcy Adver- 
tising Company. The campaign has 
come as a result of success achieved last 
summer with a limited campaign de- 
signed to test effectiveness of highway 
posting for General tires. 

Using an adaptation of the conversa- 
tional “balloon” technique, the posting 


“DELICIOUS, REALLY 
SATISFIES THIRST” 


The sales slogan 
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A newcomer to outdoor posting this summer 
will be the Pan American Coffee Bureau, 
whose series of posters will portray how iced 
coffee “cools you off.” Coffee’s “glamour girl” 
will demonstrate. 


was launched last month. The program, 
designed to cover the heavy spring-sum- 
mer tire-selling. season, started officially 
on May 15, although in a few localities 
posters appeared earlier than that date. 
Coverage will be provided in each of the 
forty-eight states, according to C. A. 
Horn of D’Arcy’s outdoor department. 

The first month’s posters featured 
new car “‘change-overs,” the substitution 
of General tires for new-equipment tires 
that come on new cars. Six changes in 
copy were gained by rotating car names 
in copy reading ““More new Ford buyers 
change-over . . . to General tires than 
to any other make.” Other cars featured 
were Chevrolet, Plymouth, Buick, Pack- 
ard, and Cadillac. Background colors 
also were divided among sis green, and 
blue. 

The second month, with the same bal- 
loon technique, three different pieces of 
copy will be used, also on the three dif- 
ferent background colors. The designs 
are pictured here. The same procedure 
will be followed throughout the cam- 
paign. 

All dealers are provided with tie-in 
material for point-of-sale display to take 
advantage of the impressions built up by 
the posters. This includes spot-gummed 
die-cut balloons for pasting on store win- 
dows to give an appearance similar to 
that of the posters, 20-by-41 miniatures 
of the posters for interior display, and 


12 


larger miniatures for exterior and truck 
display. 

A western regional advertiser that ex- 
pects to profit from summer posting is 
the Spreckles Sugar Company, San 
Francisco, which has distribution on the 
West Coast. ‘Time to put up berries” 
(with Spreckles sugar) is the subject of 
an attention-commanding design in 
which boxes of berries are portrayed 
true to life. 

John F. Trommer, Inc., of Brooklyn, 
N. Y., and Orange, N. J., another re- 
gional advertiser, returned to the use of 
outdoor posting this spring after a lapse 
of nearly six years in that particular me- 
dium. The company has been a consist- 
ent regional user of painted bulletins, 
electrics, and wall displays in the eastern 
region where it has distribution. 

The campaign was planned and de- 
signed by Joseph B. Milgram, Trom- 
mer’s advertising and merchandising 
manager, and Federal Advertising 
Agency, Inc., New York. The posters 
are produced by Tooker Lithograph 
Company, New York. 

The marrying month of June prob- 
ably supplied the inspiration for the 
Ford poster, ‘““They say she married him 
for his Ford,” painted by Artist Howard 
Scott, lithographed by Continental 
Lithograph Corporation, and _ placed 


through McCann-Erickson, Inc., Detroit, 
display 


for throughout the United 
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The General Tire & Rubber Company has 
scheduled for this summer—the first time—a 
national highway poster campaign that has 
a rather unique poster copy treatment, in 
which the “balloon” technique is used. 


States. The poster contains a local tie-in 
by featuring a line of copy reading 
“Your local Ford dealer’ across the 
bottom. 

Other “new ones” among this sum- 
mer’s posting accounts are referred to 
on still other pages of this issue. There 
is the posting campaign in Wisconsin 
(see page 73) being conducted for 
“Dixie” oils and gasoline, products that 
have not been poster-advertised for 
many years. This account is represented 
in all major markets of the state. 
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Three more campaigns—on the West Coast 
for Spreckles Sugar Company, in the East for 
John F. Trommer, Inc., and nationally for 


Ford. 


For three months beginning on June 
1, the Hanley bulldog, synonymous of 
Hanley’s ale, will appear in full color in 
posters in parts of New England (see 
page 54). The campaign is handled 
through Benjamin Eshleman Company, 
Philadelphia. 

Another product, Feigenspan P. O. 
N. light beer, is being outdoor-advertised 
(see page 69) with hundreds of twenty- 
four-sheets in the East, where the brew- 
ing company has distribution. The May 
poster follows up an intensive news- 
paper campaign designed to make “‘more 
dollars for dealers.” 

Then there’s Standard Oil Company 
of Indiana (page 54), which has upped 
its outdoor advertising appropriation 40 
per cent for 1940. Posting throughout 
Standard’s territory will be augmented 
by a strong supporting point-of-sale 
program. . 

The Outdoor Advertising Record of 
this issue (page 88) records many 
others. 


JUNE, 1940 


ee 


On the Average Theatre... 


In the Average Community, Modern Installation on the Average 
Theatre Can Set the Pace for Advertising Display Achievement 


be big nor always in the hearts of 

the big cities to be electrical-adver- 
tised with modern displays that can set 
an enviable standard of lighting and ad- 
vertising display achievement in the 
neighborhoods of their locations. To 
illustrate this, the five display installa- 
tions selected to be described here are 
on average houses—not the big-time 
theatres, but small-city and community 
theatres containing up-to-date electrical 
advertising displays. This is the first 
of a group of features in SIGNS of the 
Times that will present numerous exam- 
ples of modern theatre work. 

The Nortown (see picture) is an at- 
tractive theatre operated in Flint, Mich., 
by the Flint-Nortown Theatre Company. 
It has a streamlined vertical and large 
V-shaped marquee, installed by Amer- 
ican Electrical Displays, Inc., of Kala- 
mazoo, Mich. The architect was C. 
Howard Crane of Detroit. 

The vertical is 22 feet 5 inches by 10 
feet 7 inches. It has ‘“Nortown”’ on 
both faces in 20-inch raised block let- 


f | ‘HEATRES don’t always have to 
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ters containing three strokes of red flu- 
orescent tubing. Faces of the vertical 
are 20-gauge metal finished with paint 
and varnish. The vertical has two bor- 
ders on the front column. The inner 
border is in. single-tube fluorescent 
green, and the outer border is beveled 
and decorated with two lines of green. 
The street-side filler is decorated with 
two lines of red fluorescent tubing. 

A streamlined middle element extends 
from the building line over the top of 
the marquee and under the soffit to the 
building line. It contains eight lines 
of fluorescent tubing, four red and four 
green. The apex displays the letter 
“N”’ in three-stroke gold tubing inside a 
4-foot circle of fluorescent red. “Air 
Conditioned” at top is in 6-inch green 
fluorescent letters. 

The marquee extends along the front 
of the building for approximately 42 
feet and projects 13 feet from the 
building line. It is 9 feet 11 inches in 
height. The lower border louvre is 
mitred to a stainless steel fascia element 
on the building. The silhouette letters 


Courtesy, Adler Sign Letter Company. : : 
Two pace-setters in advertising display achievement in their communities—the Nortown theatre in Flint, an installation by American Electrical 
Displays, Inc., Kalamazoo, and the Pix theatre in St. John, Kan., installed by Star Neon Company of Minden, Neb. 
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are 24 and 16 inches tall, held in glass- 
in-frame units. Tops of the attraction 
boards are over-laid with tubing that 
alternately reads “Free Parking” and 
“Curb Service.” Top and bottom bor- 
ders are over-laid tubing in zig-zag 
shape, flashing alternately. Marquee 
faces are also of 20-gauge metal, and 
the soffit is of 18-gauge vitreous-enam- 
eled white and wired with 322 25-watt 
lamps. 

Equipment included 1,120 feet 15- 
millimeter fluorescent tubing, 608 lamps, 
32 transformers, 800 elevation posts, 
650 feet high-tension cable, 2,600 feet 
No. 14 wire, 350 cable supports, and 2 
flashers. 

The Pix theatre is a remodeled small- 
town theatre, previously known as the 
De Luxe in St. John, Kan. It is oper- 


ated by Warren L. Weber of St. John, 
and was entirely renovated, redecorated, 
and re-equipped at an all-inclusive cost 
of about $9,000. The Star Neon Com- 
pany, Minden, Neb., installed the mar- 
quee and vertical. The front of the the- 
atre is of structural glass in black 
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trimmed with cream and tan. The mar- 
quee and vertical are brightly lighted 
with luminous tubing of gold, green, 
rose, and white. This front has been 
cited to the motion-picture industry as 
a model of eye-attraction, and with its 
tower-like vertical sign it is the tallest 
building in its vicinity and the most 
brilliantly illuminated. 


N OSGOOD, Ind., is the Damm the- 
atre, for which a marquee was de- 
signed, manufactured, and erected by 
the Trisign Company of Richmond, Ind. 
The marquee is 17% feet long at the 
building. It extends 9 feet and is 4 feet 
wide across the front. The painted 
background is black with 12-inch orange 
letters outlined red. The words “Damm 
Theatre” are illuminated by a single line 
of green fluorescent tubing. Red neon 
tubing borders each sign face. 
A letter “D” in Old English forms 
the front design. Three lines of gold 
fluorescent tubing are on each side of 
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the letter, and two tubes of gold and 
two of blue run vertically on the front 
design. ‘There is a single row of lamps 
under each sign face, and the lamps on 
the soft form a design. The canopy 
was delivered and erected in one piece 
by the Trisign Company. 

The two other theatres pictured in 
the group of three are the Cass in Cass 
City, Mich., and the Westwood in Cin- 
cinnati. The Cass theatre, operated by 
Thumb Theatres, Inc., was built after 
fire destroyed a previous one. The new 
theatre is brightly identified with a 
modern marquee and vertical display 
supplied by the National Theatre Sup- 
ply Company, Detroit. The Westwood 
is a suburban house in Cincinnati, for 
which the sign and marquee installation 
was designed by the theatre division of 
The F & Y Building Service, Columbus, 
and erected by American Sign Company, 
Cincinnati. 

All five of these installations stand 
as pace-setters in advertising display 


Courtesy, Wagner Sign Service, Inc. 


Three more examples of installations that dominate their neighborhoods with advertising display brightness—the Damm theatre in Osgood, 
Ind., the Cass theatre in Cass City, Mich., and the Westwood in a suburb of Cincinnati. 


achievement in their communities—the 
Nortown theatre in Flint, the Pix the- 
atre in St. John, Kan., the Damm the- 
atre in Osgood, Ind., the Cass in Cass 
City, Mich., and the Westwood in Cin- 
cinnati— all examples of. installations 
that dominate their neighborhoods with 
display brightness. In the average com- 
munity, a modern electrical advertising 
installation on the average theatre can 
set an enviable standard of lighting and 
advertising display. 

More theatre installations will be pre- 
sented in the July SIGNS of the Times 
as the second in this group of articles. 
These features are largely made possible 
by cooperation of sign companies in tell- 
ing SIGNS of the Times of such in- 
stallations and in answering inquiries 
regarding installations of which SIGNS 
of the Times obtained pictures from 
other sources. Such cooperation is sin- 
cerely desired so that the details about 
the various jobs will be complete and 
correct. 
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Ninth Informative Article in SIGNS of the Times About the 
Applications of Various Plastics to Sign and Display Uses 


inyl Resin Plastic Sheets 


HEETS of synthetic vinyl resin 
plastic have many desirable quali- 
ties, some of which make the sheets 

adaptable to sign and display uses. How- 
ever, because these resin sheets have 
been on the market for a comparatively 
short time, we know of no large appli- 
cation of them as yet to signs and dis- 
plays. 

These sheets are composed of thermo- 
plastic resins of copolymerized vinyl 
acetate and vinyl chloride. They are 
available in any color, transparent, trans- 
lucent, or opaque. There are three 
choices of finish—calender, matte, or 
high gloss. 

Probably the most outstanding prop- 
erty of these sheets is their permanence 
of size and shape. No aging is required 
once they are manufactured, and they 
do not warp. They are completely non- 
flammable; they will not support com- 


By R. K. Kennedy 
Vinylite Division, Carbide and 
Carbon Chemicals Corporation 


bustion. The moisture absorption of the 
resin is unusually low, being approxi- 
mately 0.05 per cent after a twenty- 
four-hour immersion. After a week’s 
limmersion, it reaches a maximum of 
about 0.10 per cent, in comparison to an 
over-all average in the thermoplastic 
resin field of 1.5 per cent. This is very 
important in assuring that no swelling 
or shrinkage will occur with changes in 
humidity. In fact, even upon complete 
immersion, these resin sheets retain their 
exact dimensions. 

Chemically they are relatively inert. 
Inorganic acids, alkalies, alcohols and oil 
do not affect them. 

As these sheets are thermoplastic, 
having an initial softening point of 140 
to 150 degrees Fahrenheit, they can 
readily be formed into any shapes de- 
sired. Once formed, they will retain 
their shape indefinitely at ordinary tem- 


Indicative of applications to sign and display uses is the production of inexpensive house 
numbers made of vinyl resin sheets. They are attractive, indestructible, and permanent under 
all weather conditions. Vinyl resin sheets are available in any color, transparent, translucent, 
or opaque, and in three choices of finish—calender, matte, or high gloss. 
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peratures. It is possible to perform 
most usual sheet metal operations on 
them with ease—making the sheets use- 
ful and applicable for a wide variety of 
purposes. 

These vinyl resin sheets are being 
used in many applications. Typical suc- 
cessful uses are plastic bindings for cata- 
logs and books ; cosmetic jar liners ; price 
tage holders (especially for refrigerated 
displays) ; calculating scales; refriger- 
ator control, radio, and instrument dials ; 
drawing instruments; wainscoting for 
bath and dressing rooms, and other ap- 
plications requiring permanence of size 
and shape, proper color, high strength, 
good toughness, and high chemical re- 
sistance. 

The sheets are produced in the stand- 
ard size of 20 by 50 inches and in stand- 
ard thicknesses from 0.010 inch to 0.030 
inch. Sizes up to 21% by 51% inches 
can also be obtained. Sheets up to 
thicknesses of 0.020 inch can be ob- 
tained by calendering and calender-finish 
sheets can be obtained in continuous 
rolls 22 inches wide, in any length de- 
sired. All the sheets have a density of 
0.0487 pound per cubic inch, the resin 
weighing approximately 84 pounds per 
cubic foot. In addition to being tough 
and ductile, they are comparatively 
strong, having a tensile strength of 
8,000 to 10,000 pounds to the square 
inch. 

Indicative of applications to sign and 
display uses is the production of inex- 
pensive house numbers made of these 
resin sheets. Individual numbers are 
printed each on a standard-size sheet, 
and the color is overlaminated with resin 
film, assuring sharp contrast and gloss, 
easy readability, and permanence under 
all weather conditions. Holes are pro- 
vided for tacking each number in place. 
They are indestructible and attractive, 
and are manufactured by the Sillcocks- 
Miller Company, located in South 
Orange, N. J. 
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“They're RIGHT... 


—all the Way down MY Alley! 


To get the real low-down on 
any product—ask the man who 
uses it! 

Take Jack Hewes. When it 
comes to reasons why he picks 
Kem Bulletin Colors for his jobs 


—he'll tell you plenty! 

In a nutshell, they make his 
work easier, get his jobs done 
quicker, better, and at lower 
cost. They have what he wants 
... and he’s the fellow who 
swings the brush! 

If you ask Jack’s bosses 
why they like Kem Bulletin 


SHERWIN- 


SAYS JACK HEWES, PAINT SUPT. i 
JOHN DONNELLY & SONS 


BOSTON, MASSACHUSETTS 


Colors—they’‘ll tell you another 
most important side of it. “Kem 
Bulletin Colors,” they say, “have 
an extra brilliance that gets 
more attention—and keeps get- 
ting it for a longer period of 
time.” 

Take a look at those Kem 
Bulletin Color features listed at 
the right. Better still, take a look 
at the colors themselves! Write 

for our new color card. No 
obligation. The Sherwin- 
Williams Company, Cleve- 
land, O. and principal cities. 


WILLIAMS 


nayohitc Us 
FINISHES 


Including: Bulletin Board Finishes * Metal Sign Finishes 
* Screen Process Materials * Show Card and Art Colors 
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quick KEM facts 


e Kem Bulletin Colors give you 
greater “Stop... Look” attention 
value ... thanks to outstanding 
brilliance of color. 


¢ Kem Bulletin Colors stay “on 
the job” longer ... resist dust, 
dirt ... keep their brilliance and 
gloss regardless of weathering, 
smoke, fumes. 


e Kem Bulletin Colors won't 
“wash” under sudden rains. 


e Kem Bulletin Colors save paint- 
ing time and trouble ... handle 
easily, level out smoothly, hide 
and cover better, leave no brush 
marks. 


¢ Kem Bulletin Colors set-to-touch 
quickly . . . eliminate danger of 
marring by dust, mildew. 
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“A Municipal Building 
... Tubing Illuminated 


CHEDULED - for 
June is the new municipal building 
in St. Charles, Ill., believed to be 

the only building of its size in the 
United States that is practically entirely 
lighted with luminous tubing. The 
building is a beautiful structure, and 
with its luminous-tube illumination, 
beautiful lighting effects have been 
achieved. It has been built by two civic- 
minded men, Edward Baker and Lester 
Norris, who are giving it to the city of 
St. Charles, and it is thought to repre- 
sent an investment of some $500,000. 
R. Harold Zook was the architect. 

The task of making this 4uminous- 
tube installation was assumed by the St. 
Charles Technical Laboratories, Inc., of 
St. Charles, partly in the spirit of local 
civic interest and partly as a demonstra- 
tion to the sign industry of possibilities 
that such installations afford to sign 
companies equipped and prepared to do 
such work. In the words of R. A. War- 
ren, president of St. Charles Laborato- 
ries, it stands as a pioneering example 
of “what can be done with tube light- 
ing.” 

The installation as a whole has so 
many ramifications and its effects are so 
beautiful that it is difficult to describe 
them all. However, with the aid of the 
accompanying pictures and the following 
descriptive text referring to the views 
shown, a comprehensive understanding 
can be had of “what can be done’ by 
sign companies with the facilities and 
information now at their command for 
making fluorescent luminous-tube light- 
ing a possibility in any interior, large 
or small. The task of assembling this 
descriptive material and the pictures was 
accomplished through courtesy of R. A. 
Warren and H. J. Pomy of St. Charles 
Technical Laboratories working in co- 
operation with L. C. Monroe, Chicago 
representative of SIGNS of the Times. 

The only places in the building where 
tube lighting is not employed are in a 
few cloak closets, toilets, and in the base- 
ment heating room. © Unless otherwise 
stated, all tubing is snow white fluores- 
cent. 

The picture on this page illustrates 
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dedication in. 


the lighting scheme in the building’s 
industrial museum, containing three 
coves of fluorescent tubing around the 
room and two rows of hot-cathode light- 
ing in the suspended unit. Each section 
of the ceiling elevation forms an elon- 
gated octahedron. At the junction of the 
wall and ceiling is mounted one cove 
and at each of the two steps there is an- 
other cove. This required 335 feet of 
15-millimeter tubing. The lower or out- 
side cove is serviced by two 15,000-volt 
60-milliampere transformers. Two more 
transformers of the same size service 
the middle cove, and the top or inside 
cove is serviced by two 12,000-volt 60- 
milliampere transformers. These six 
transformers are mounted in the ceiling 
and are accessible through a trap door in 
a closet. 

In the middle of the ceiling, bounded 
by the smallest tier is suspended an elab- 
orate wooden fixture containing indirect 
lighting. In this are two rows of 58- 
inch 32-millimeter hot-cathode tubing 
with all parts contained in the wood 
shell. 

Foot-candle readings of the room, 


taken by H. J. Pomy with a standard 


Weston model 603 two-cell light meter, 


are as follows: Along side walls on floor 
—center fixture 6, cove lighting 4, both 
10; under center fixture—center fixture 
11, center fixture and coving 15. 

1. VESTIBULE. The lighting of the 
vestibule, shown at upper left in the 
group of pictures, consists of two sets 
of single-tube direct lighting units, each 
set composed of three sections of 24- 
millimeter tubing, each 5 feet long. The 
total of 30 feet of tubing is serviced by 
two 2,000-volt 60-milliampere and two 
2,500-volt 60-milliampere transformers. 
In this fixture the tubing, equipped with 
right-angle electrodes, is suspended from 
an elongated hexahedronal casing se- 
cured to the ceiling by means of toggle 
bolts. Transformers are mounted in the 
casing. Average foot-candle reading is 
12, 

Seen in the background of the picture 
of the vestibule is the cashier’s desk over 
which there is double-tube lighting, con- 
sisting of four 5-foot sections of 24- 
millimeter tubing, or 40 feet of tubing. 
This is powered by two 2,000-volt and 
two 2,500-volt transformers. The higher 
voltage transformers are used in the 
less accessible middle sections of the 
units, because they are not so liable to 


The building’s industrial museum contains three coves of concealed fluorescent lighting around 


the room and two rows of indirect hot-cathode lighting in the suspended unit. 
required 335 feet of snow white 15-millimeter tubing. 


Cove lighting 
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l. Vestibule. 
4. Stair hall, first floor. 5. Stair hall, second floor. 


8. Waiting room. 


burn out if of higher value. Average 
foot-candle reading is 15. 

2. EXTERIOR oF BuILpING. The dome 
of the tower is glassed in and is visible 
from various parts of the city. Above 
the ceiling of the tower lobby and under 
the glass roof are eight radial troughs 
of metal, in each of which are mounted 
6-foot lengths of 15-millimeter tubing 
of red, white, and green. These tubes 
are lighted by a flasher, green flashing 
on, followed by white and green, fol- 
lowed by white, then red and white, then 
red, all on, all off except green, and 
repeat. This is said to give an attractive 
tower-lighting effect at night. 

3. GENERAL OFfFice. This lighting 
consists of two units of seven sections of 
double-tube direct lighting, and one unit 
of six sections. This means that 200 
feet of tubing are used, powered by six 
2,000-volt and fourteen 2;500-volt trans- 
formers. Here also the lower value 
transformers are used in the end sections 
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2. Exterior of building. 
9. Tower lobby. 


of each of the three rows of lights. 
Average foot-candle reading is 19. 

4. Starr Hatt, First Fioor. Here 
30 feet of single coving containing 15- 
millimeter tubing is serviced by one 
9,000-48 transformer concealed over the 
main floor switch panel. Foot-candle 
reading at middle of hall on floor is 9. 

5. Stair Hatt, SeEconp’ FLoor. 
Fifty-three feet of single coving mount- 
ed in the form of an elongated octa- 
hedron contains 15-millimeter tubing 
serviced by one 12,000-60 transformer. 
Foot-candle reading in the middle of the 
hall on the floor is 5. 

6. PAssAGE, SECOND FLoor. 
passage is lighted by 42 feet of 15-milli- 
meter tubing in coving and powered 
by one 12,000-60 transformer. Foot- 
candle reading in middle of passage on 
floor is 9. 

7. CoMMITTEE Room. The commit- 
tee room is illuminated by two rows of 
three-section double-tube direct lighting, 


6. Passage, second floor. 


Phis’. 


3. General office. 
7. Committee room. 
10. Council chamber. 


totaling 60 feet of 24-millimeter tubing 
serviced by four 2,000-60 and two 
2,500-60 transformers. Average foot- 
candle reading is 17. 

8. WartTING Room. This room serves 
as a waiting room for bus users. It con- 
tains 83 feet of coving with indirect 
lighting mounted around walls. Top of 
coving is 12 inches below the ceiling. 
Tubing is serviced by one 15,000-60 
transformer. Foot-candle reading at 
middle of floor is 5. 

9. Tower Lossy. This is the most 
artistic part of the whole installation. 
It consists of eight columns, each con- 
taining six 6-foot sections of 24-milli- 
meter tubing. This totals 36 feet to 
each column, or a grand total of 288 feet 
of tubing. Four 15,000-60 transform- 
ers are mounted in the top of the tower 
above the ceiling. Each services two 
columns, and all are arranged with mid- 
point grounded. The hot side of the 
transformer is [Continued on page 75| 
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Answers... to 
Sales Objections 


By Clarence L. Krieger 
Spectrolux Action Displays 


jections is that they frequently 

place the inexperienced salesman 
on the defensive. In a sense, my article 
in last month’s issue of SIGNS of the 
Times, “When . . . Is a Salesman?” 
covers the heading of this article, but in 
that I made no attempt to go into details. 

We all know that there are new sales- 
men continually entering the outdoor 
advertising fold and that many of these 
men are not fortunate enough to have 
capable sales direction. ‘Therefore, it is 
the job of those who have had years of 
experience to pass on what thoughts and 
suggestions they feel might be of help. 
In fact, none of us is beyond the stage 
of learning and it isn’t at all surprising 
to find men who have been in the busi- 
ness for years who still don’t know some 
of the simple answers. With these 
thoughts in mind, I will attempt to eluci- 
date, as best I can, some of the answers 
used by good salesmen I have had the 
pleasure of working with, to “stock”’ ob- 
jections ordinarily “bumped into” in 
selling outdoor advertising. 

What a salesman knows in his “‘stock 
in trade,” and if he has enough expe- 
rience and has seriously developed his 
knowledge he will find it easy to keep 
control of any interview with his pros- 
pects. As- Carl Henke ‘of G. O;: A. 
would say, “He'll carry the ball.” Re- 
gardless of how trite that might sound, 
football games aren’t won while the op- 
ponent is carrying the ball. 


de chief difficulty with sales ob- 
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STAMATY 


No matter how much care is taken 
to avoid objections, they are bound to 
arise. It is good strategy to anticipate 
them as best you can before they arise. 
If you do, it will help you “carry the 
ball.” 3 

ET us assume that the parties you are 

trying to sell are really prospects or 
you wouldn’t be wasting your time call- 
ing on them. In other words, you feel 
that they can economically make use of 
what you have to offer. When you actu- 
ally feel that you are talking to a pros- 
pect, don’t allow him to generalize his 
objections. Pin him down to something 
specific. ‘Costs too much” is a common 
objection. Numerous answers should 
immediately pop into the mind of an 
experienced outdoor salesman. How- 
ever, a simple answer is, “Is 10 cents 
a thousand net advertising circulation 
costly?” If your prospect insists that 
it is, you know that he is either fooling 
or ignorant of advertising costs. In 
either case you can keep him on the 
defensive with, “Mr. Jones, what major 
medium can you buy at less than 10 


. cents a thousand NAC ?” 


Remember, a sale is made when two 
minds meet in agreement, so try to let 
your prospect know you fully under- 
stand his objections by restating it in a 
more favorable light. This gives you 
time to consider how best to answer and 
keeps control of the interview. 

After all, a sincere objection is an indi- 


cation of interest, and having the right 
knowledge is the real secret of disposing 
of it. If you follow the advice in last 
month’s article you will be fortified with 
that knowledge. 

Do not treat an objection argumen- 
tively. You may wish to give a flat 
denial to some questions, but there’s in- 
variably a better way around. Answer 
politely and pleasantly with a_ smile. 
Never treat an objection as being un- 
important no matter how it may impress 
you. Remember, if it is sincere it might 
be very important to the man you want 
to sell. 


“Nobody Reads Outdoor Advertising.” 

If your prospect ever makes that 
statement, he is immediately on the spot. 
The following answer will graphically 
show up the fallacy of his “belief” and 
make him realize it. You can say, “Mr. 
Jones, if you sincerely believe that no- 
body reads outdoor advertising I’ll make 
you a fair proposition. I'll furnish you 
with several secondary locations free of 
charge if you will let me put copy on 
them stating that you will give 100 five- 
dollar bills to the first 100 people men- 
tioning the displays.” 

Of course, Mr. Jones obviously won’t 
let you put out this type of copy be- 
cause Mr. Jones knows in his heart peo- 
ple see and read outdoor advertising. In 
all probability he will qualify his first 
objection by some such statement as, 
“Well, traffic travels too fast,” or, “Peo- 
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THE SUPERIOR SHEET STEEL CO., Canton, Ohio 


In sign making, quality starts with the mate- 
rial used. it starts with the charging of the fur- 
nace, the rolling and the coating of the sheets. 


All SUPERIOR GALVANNEALED #$sheets 
are made under RIGID QUALITY standards. 


Every step in their making, from the metallur- 
gical stage to final packing, is under control 
of experts in their /ine. This extra quality 
adds a permanent value to every sign in which 


SUPERIOR GALVANNEALED sheets are 


used. 


Division of Continental Steel Corp., U. S. A. 


ple have their minds on traffic and not 
on reading billboards,’ In any event he 
can’t get away from your challenge. If 
traffic moves too fast, then why is he 
afraid to let you put out that copy? If 
the motorist has his mind on traffic, why 
again should he fear such an announce- 
ment? Frankly, because he knows with- 
out the slightest doubt that it would cost 
him $500 within a day with a big over- 
flow. 

Answering this objection in this man- 
_ ner makes your prospect realize the fal- 
lacy of his conviction and causes him to 
sell himself on the fact that people really 
do read outdoor advertising. However, 
if your prospect stubbornly sticks to his 
statement that nobody reads outdoor ad- 
vertising and refuses your proposition, 
you can amplify your answer in many 
ways. For instance, “Mr. Jones, if that 
were a fact, then some 30 or 40 million 
dollars a year are being wasted by the 
smartest advertisers in the country. 
You know that isn’t so. What you prob- 
ably mean is that you, as an individual, 
do not read outdoor advertising. But 
after all, Mr. Jones, you’re not trying to 
sell yourself. You're trying to sell the 
same thousands in this market that Ford, 
Chevrolet, Camel cigarettes and others 
are trying to sell.”’ 3 

At this stage of your answer it is a 
good idea to prove to your prospect that 
he has seen outdoor advertising. ‘This is 
easy to do by asking some such question 
as this. “By the way, Mr. Jones, what 
did you think of the Ford poster with 
the greyhound and scottie that read, ‘No 
use Mack, it’s a Ford V-8°?” Chances 


are that your prospect will make some. 


remark to the effect that it was an out- 
standing design and will have admitted 
that he does see outdoor advertising. 


“Its All Right for National Advertisers 
But My Business Is Local.” 

“Mr. Jones, aren’t the people you are 
trying to sell the very same ones who 
buy the numerous products and_ serv- 
ices now being advertised on the outdoor 
poster panels and painted displays of 
this city. Of course they are. A _ na- 
tional advertiser, when he places adver- 
tising in this market is trying to sell 
the same people you are trying to sell. 
He doesn’t expect to exert influence in 
some city in another state. The only 
mediums considered to have national in- 
fluence by the national advertisers are 
national magazines and chain broadcasts. 
All other mediums are organized and 
expected to produce a return in a par- 
ticular market. In other words, when a 
national advertiser buys a display in St. 
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bases his remarks, as he says, upon 
observations and knowledge gained in 
the good old school of practical expe- 
rience. He was in outdoor advertising 
before the World War, went over to 
help stop it, spent another year in 
France on an advertising survey for 
Coca-Cola, came back, and worked for 
G. O. A. and predecessors for seven- 
teen years. He was a head-office sales 
“rep” for G. O. A. before he took over 
his present work. More articles by him 
are coming in future issues. 


Louis, he expects the people in St. Louis 
to respond. 


“But the National Advertiser Has More 
Money to Spend.” 

“Yes, that’s true, Mr. Jones, but he 
must cover the entire United States and 
you have only this market to cover. Fur- 
thermore, he pays approximately just as 
much for space as you can buy it for. 
However, the national advertiser watch- 
es his advertising dollar more closely 
than the local advertisers. He knows 
from actual experience that outdoor ad- 
vertising reaches more people more 
times for less money than any other 
major medium of advertising.” 


“There's Too Much Waste in Advertis- 
ing.” 

“That’s true, Mr. Jones, but there are 
a number of relative factors entering the 
returns one gets for any given expendi- 
ture. One might say the same thing 
about heating a house. We all know 
that in heating a house a certain amount 
of heat goes up the chimney, but surely, 
you wouldn’t live in an unheated house 
just because some of the heat is wasted.” 


“Outdoor Advertising Is Only Name 
Publicity. You Can't Use Selling Copy.” 

“In a sense, Mr. Jones, what you say 
is true, but that all depends upon what 
you think you have to sell. Isn't it true 
that if Wanamaker’s offered men’s 
woolen hose for 39 cents a pair the re- 
sponse would be greater than if some 
unknown store made the same offer? In 
other words, doesn’t this bring up the 
question of whether or not Wanamaker 
first had the job of ‘selling’ his store’s 
reputation for quality before that of 
selling any particular item ?”. 

If Mr. Jones is one of those who feels 
that he has to use long copy, you can 
illustrate the fact that people can’t re- 
member such copy but merely the 
thought involved. 
Mr. Jones to read some short article of 
twenty or thirty words which you might 


tongue, 


You can challenge 


find handy, or possibly carry with you 
for just such a purpose, and ask him to 
tell you what he read. He may have a 
fair memory of what he read, but*before 
you leave him, say, five or ten minutes 
later, ask him to repeat what he read 
and you will find that he has completely 
forgotten other than the thought in- 
volved. 

To illustrate this further, you can say, 
“Mr. Jones, thousands upon thousands 
of words have been printed extolling the 
virtues of Ivory soap (or some similar 
product), yet, what do you remember 
about Ivory soap other than that it’s 
‘99-44/100 per cent pure’ and ‘It 
floats?’ Train yourself to have numer- 
ous such products on the tip of your 
such as “Good to the Last 
Drop,” “Keep That School Girl Com- 
plexion,” ‘Delicious and Refreshing,” 
“Fresh Dated.” 


“Can't Trace Results.” 

This usually floors the new salesman. 
“That might be true, Mr. Jones, but 1s 
there any medium of advertising to 
which you can trace results to your com- 
plete satisfaction?’ The answer you are 
seeking should be complete. If your 
prospect merely says, “Yes, newspaper,” 
or ‘Yes, radio,” or “‘Yes, direct-mail,” 
you must get the complete answer by 
asking, “How ?”’ 

Usually your prospect will try to win 
his point by stating, ‘“Through a special 
offer.”’ That may mean an item of spe- 
cial price, or a free introductory offer 
or any of a number of methods of run- 
ning “bait” or “hook’’ copy. Once he 
has committed himself thus, ask, ‘““Have 
you ever made much an offer in outdoor 
advertising?” Of course he _ hasn't. 

In reality there should never be any 
reason to debate the merits of whether 
outdoor advertising can or can not do a 
job. Certainly, it has been around for 
some years and has customers who have 
used it almost since its existence. Surely, 
it is one of the major mediums with 
thousands of success stories running 
through its history. In fact, there are 
many products which can, to a great 
extent, credit outdoor advertising for 
their success. Any old-time sign man 
remembers the “Coca-Colas” he painted 
“way back when,’ and Coca-Cola is 
using outdoor advertising in greater 
quantities with each passing year. One 
could fill every page in this magazine 
with success records, and the only pur- 
pose in mentioning any is to remind 
the new man that he is selling a product 
advertisers will BUY, if he only knows 
how to present it. 


JUNE, 1940 


Here’s an Advertising Agency Man’s Viewpoint on the 
Dignified Shouting (with Highway Outdoor Advertising) 


of a Dayton Hotel’s Praises to the Traveling Public — =A 


hout ina Whisper Now 


We 


HEN the Van Cleve hotel of 

Dayton, Ohio, went out from 

under chain management and 
back to operation by the. stockholders, 
Edward Breen, the new manager, out- 
lined his policy. 

“The Van Cleve is Dayton-owned and 
Dayton operated,” he stated. “In our 
outdoor advertising we want all the at- 
tention value possible without offending 
the esthetic sense of the community. We 
want our signs to reflect the dignity of 
our hotel, and at the same time sell a 
bill of goods.”’ 

In other words, the orders given to us 
as the advertising agency were to shout 
the praises of the Van Cleve as loudly 
as we could, but shout in a whisper. We 


rode the highways into Dayton and: 


studied the outdoor advertising under 
the previous management, who had 
taken advantage of a high percentage of 
the spectrum. 

Our cue was to change the order of 
things—to reduce the flamboyance of the 
outdoor advertising. We noted that 
Manager Breen had reduced the unt- 
formed rank of the Van Cleve doorman 
and elevator operators from grand ex- 
alted admirals-in-chief to just doormen 
and elevator operators. Our job was 
obvious—to avoid outdoor advertising 
that looked like a circus billing, and to 
make it dignified, yet with punch. 

Going on the theory that nothing is as 
conspicuous as a man in a well-tailored 
dark suit at Miami Beach, we chose a 
dark green as the background for the 
Van Cleve displays. Sans-serif lettering 
in a light shade gave us a fine relief. 
Green tubing on the night-illuminated 
displays gave us an excellent color sep- 
aration from the competitive signs. 

This color scheme was carried out by 
both the General Outdoor Advertising 
Company and the Blommel Sign Com- 
pany of Dayton. Two of the Blommel 
company’s displays are shown here. One 
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of these is a reflectorized display, the 
other a tubing-illuminated unit. 

The reflectorized display is on Route 
48 about five miles from Dayton. It is 
an all-steel bulletin, with overall size 
of 52 feet by approximately 16 feet. 
The hotel building is cut out of pressed 
wood and set out about 10 inches from 
the face of the bulletin. It is outlined 
with reflector buttons and has reflecting 
glass on about sixteen of the windows 
to give a natural night appearance. “Van 
Cleve Hotel” is in reflector glass, in 
letters 32 and 28 inches tall. ‘Hotel’ is 
24 inches tall. ‘300 Rooms” and ‘2.50 


Up” are in reflector buttons. The panel 

showing rates is made of pressed wood 

and set out from the background. 
The border of the display is brilliant 


orange. The hotel building is in natural 
colors, the upper portion of the back- 
ground is dark green, and the lower 
portion is black, separated with an 
orange line. The rate panel has a cream 
background**with maroon letters out- 
lined white. 

The tubing-illuminated display is on 
Route 4, just inside the Dayton city 
limits. It is of all-steel construction, 52 
feet long and about 17 feet tall over all. 
The disk at left-is about 14 feet in 
diameter and the building is cut out of 
pressed wood. “Van Cleve”’ is in letters 
36 and 30 inches tall, and “Hotel” is 
27 inches. ‘Van Cleve Dayton’s Hotel’ 
is in single green fluorescent tubing, and 
the hotel building is lighted by a 300- 
watt reflector. 


The plan—to have displays that reflect the dignity of the hotel and at the same time “sell a 


bill of goods.” 


The result—displays such as these all-steel units. 


One of these (top) is a 


reflectorized display, the other a tubing-illuminated unit. 
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Safe Delivery... 


Dealers Must Receive Allison-Made Signs in Good Order, So Seven 
Years of Successful Shipping Hold Breakages to Below 3 Per Cent 


HIS article is offered with the 
| thought that SIGNS of the Times 
readers might obtain some help 
from a discussion of our experiences 
with the causes and prevention of break- 
age in sign shipments. As a producer 
of point-of-sale luminous-tubing dis- 
plays, our company is devoted exclu- 
sively to the manufacture of quantity 
signs for both national and regional ad- 
vertisers. We ship our signs direct to 
the advertisers’ dealers and we are re- 
sponsible for each of our signs until that 
sign is received by the dealer in good 
order. We guarantee safe delivery, and 
we pride ourselves on the manner in 
which all our signs are prepared for 
shipment. 

‘To insure the safe delivery of smal! 
luminous-tube signs and displays, they 
must not only be properly designed and 
built, but they must also be properly 
packed: in a manner acceptable to the 
carrier. As most of these signs are 
shipped by Railway Express, that com- 
pany has made a careful investigation 
of the methods adopted by the manufac- 
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Allison Sign Company, Inc. 
Milwaukee 


turers, and this investigation has done 
much to reduce the enormous breakages 
which caused all of us so much trouble 
in the past. 

As quantity luminous-tube displays 
became more popular, the box manufac- 
turers were called in and aided with 
their suggestions until today the percent- 
age of breakage in the shipment of these 
signs is as it should be—less than 3 per 
cent. In bringing this about, it was found 
that breakages resulted from at least one 
of the following causes: 

1. Improper handling of the sign by 
the express company employees. 

2. Inability to see at a glance that the 
package contains glass tubing. 

3. Lack of space allowance in the 
crate. 

4. Improper method of fastening sign 
inside of crate. 

5. Improper support of tubing and 
lack of sufficient supports. 

6. Defect in the manufacture of the 
tubing itself. 

7. Breakage in the opening of the 
crate by the dealer receiving it. 


uaranteed 


Express - company employees have 
been cautioned as to the fragile nature 
of luminous tubing. Very little, if any, 
breakage can be traced to improper han- 
dling of these signs in shipment. How- 
ever, trucks used by the express com- 
pany are designed for maximum loading, 
and when the truck is nearly empty, or 
loaded with light packages, the springs 
of these trucks do not function prop- 
erly with the result that the sign might 
receive unusual abuse over bumpy 
streets, and that is probably where the 
most damage is done. 


OR more than seven years, we have 
had success with shipping crates hav- 
ing the following features: 

1. Sides and top of the crate are con- 
structed with slats of sufficient strength 
and width. These slats should be 
spaced so that the sign is easily seen 
by those who handle it. The mere fact 
that the sign is visible will insure careful 
handling. 

2. Sufficient free space must be al- 
lowed at sides, top and ends so there 
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will be no danger of breakage in han- 
dling. Allow at least 3 inches. 

3. If the sign is of the cabinet or 
box type the cabinet should be held to 
the bottom of the crate with metal 
angles, using sufficient length and num- 
ber of screws to insure against shifting 
or loosening of the sign through ship- 
ment. The express company prefers to 
have the sign cushioned with sponge 
rubber of excelsior pads to take up 
severe shocks. 

If sign is of the skeleton type, trans- 
former should be packed in a separate 
box. Skeleton tubing should be wired 
to double corrugated boards having a 
suitable wood frame. The crate should 
be constructed with grooves in ends so 
that corrugated board will be centered 
in crate, allowing proper spacing on both 
sides. This crate also should be of the 
open-slat type. 

4. For signs to be shipped, use at 
least one-third more supports for the 
tubing. This precaution is a preventive 
measure and no one will criticize you for 
it, but you will be surely “brought on the 
carpet” if the supports become loose or 
drop off in shipment. 

5. It is our belief that some signs 
are accidentally broken through care- 
lessness in opening the crate. We use 
the wire-bound type, known as _ the 
“Rock Fastener” type of crate, as this 
crate can be opened without the use of 
a tool. We feel that this type of crate 
saves its cost by the ease with which 
the sign can be packed. 

6. Provide sufficient warning labels 
on top, sides and ends. Labels are inex- 
pensive and should be used liberally. 
7. The cord and chains supplied with 
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The Allison company uses wire-bound wood crates that can be 
opened without tools—a type of crate that saves its cost by the 
ease with which the sign can be packed. Signs measuring up to 
8 by 3 feet are shipped in these crates. 


the sign should be securely wired to the 
crate and not placed where they might 
damage the tubing. 

If, after following these methods, 
your breakages are more than 3 per 
cent, look to your methods of manufac- 
ture. Perhaps the tubing is strained or 
is weak at the point of breakage. Pos- 
sibly the tubing is not centered in the 


housings. Careful investigation on your 
part should locate your trouble. 

Remember, the ability to ship these 
signs and have them arrive unbroken 
will not only help you to keep your pres- 
ent customers, but will also help you 
secure new customers. To be absolutely 
safe, call in a good reliable box manu- 
facturer. 
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Sign Selling...on Time 


a legitimate bid of say $1,400 sub- 

mitted for a job. This bid covers a 
good job, meaning a satisfied customer, 
a sign that everyone can be proud of, 
and a reasonable profit to the sign com- 
pany. 

Another sign man rushes in with a 
bid of $700 for the same display Where 
does he get it? Does he know? Is it 
a mistake? Is he using inferior mate- 
rials? Is he a magician that he can turn 
out the same job and still make a fair 
profit ? 

A third sign man enters, cautiously 
floats a clever invitation to disclose the 
low bid, discovers it is $700, and leaves 
with a contract, at $600. 


r HAPPENS in the East. There’s 


RATEFULLY, a sign salesman pre- 
sents a bid to an interested drug- 
gist. 

‘How much are you going to take off 
this price if I give you an order now?” 
the druggist asks. 

“Why should I deduct anything from 
this price?” the salesman asks in return. 
“Tf I order an ice cream soda from you, 
do I ask how much you are going to 
deduct from your usual price of ice 
cream sodas ?” : 

“Well, no,” says the druggist. “In 
fact I never did like the idea of trying 
to chisel, but sign men seem to expect 
it." : 

The salesman and the druggist parted 
friends—the druggist with an improved 
understanding of the sign business. 


SIGN salesman walks into a beauty 
parlor. The set-up is good, with all 
‘new equipment and furnishings. On 
the outside there is an equally advan- 
tageous layout—a main street, a square 
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in the same block, plenty of foot and 
automotive traffic. So the salesman 
starts to talk signs. 

‘“T’m sorry,” says the proprietor, “but 
I’ve spent nearly all the money I had 
for these furnishings and this equip- 
ment. I hadn’t expected to spend so 
much, and thought I’d have plenty of 
money left for signs, but you know how 
these things mount up. Just figure a 
small, inexpensive sign for me for the 
present.”’ 

So the salesman sells, cajoles, threats, 
argues, tears his hair, but all to no avail. 
The customer gets his inadequate dis- 
play and struggles to bring business into 
this fine establishment. 


HE foregoing anecdotes are three 

cases. Are you bothered with such 
problems in your territory, or have you 
found that long-sought land, the sign 
man’s Utopia? 

One solution to all this is to stop 
seeing and selling “‘signs.” Instead, set 
up sign selling as sign advertising, elec- 
trical display advertising, point-of-sale 
advertising, classify it as you wish, but 
view it from a new and different angle. 
Expound it from the point of its adver- 
tising and other benefits and results. 

A sign need not be a.piece of goods 
or merchandise. The sign man doesn't 
have to rush out in answer to a phone 
call for the purpose of submitting a low 
bid on a job, regardless of whether or 
not he thinks the display a proper one 


that will do an effective job. He can 


think about the sign, and make sugges- 
tions. and recommendations that might 
work out to the satisfaction of all con- 
cerned. Instead of rushing into a pros- 
pective sale to see what can be done 
about it, the sign man can possibly do 


something better about it for his own 
good and for the good of the customer— 
and time sales is one of the big weapons 
that can enable him to do all these 
things. 

It’s proper at this time to direct atten- 
tion to an innovation at one of the best 
known department stores in New York, 
Macy’s. For the past eighty-one years 
this store has sold merchandise on a 
cash basis only. Now it has set up a 
plan whereby its merchandise can be 
bought on time payments. The idea of 
this plan is not to discourage cash sales, 
but to offer an extended service along 
the lines of modern needs and desires. 

This step undoubtedly follows the 
trend of the times. It is a trend which 
has practically become a standard fix- 
ture in our buying habits. 

So, too, can this trend be incorpo- 
rated into sign sales. The sign busi- 
ness may, however, offer one advantage 
in this respect, and this is in connection 
with the reasons behind time payment. 
Merchandise is usually bought on time 
for one of two reasons, necessity or 
preference. Our sign attack can be made 
entirely from the preference angle. 

The method of handling time sales is 
something to be worked out by the indi- 
vidual sign companies, depending upon 
their resources, demands, policies, co- 
operation from local financial sources, 
etc. There are two plans usually exe- 
cuted in the sign business, namely some 
sort of straight time-payment or con- 
ditional-sales plan, and a lease plan. 
There are advantages to both, depending 
upon the needs or desires of the sign 
company and the territory in which it 
operates. 

The advantages to be derived from 
time sales of signs are as follows: 
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1. The time sales plan enables the 
sign company to design and sell a display 
appropriate for the location and the bus- 
iness. Vice versa, it permits the cus- 
tomer to purchase a proper display, 
whereas the limits of cash purchasing 
might force him to buy a display of 
little or no value to him. 

2. It abolishes headaches for the cus- 
tomer and the sign maker. 

Many sign companies have had the 
experience of erecting a new sign and 
within forty-eight hours receiving a call 
for service because the sign is out. It 
is definitely a case of a break, probably 
youngsters in the neighborhood experi- 
menting with the new glass sign to see 
if it “can take it,’ but to the new sign 
owner it is definitely a defect. Any 
attempts at explanations are only alibis. 
Consequently, the sign company is stuck 
either with a service charge or a dis- 
satisfied customer. 

If this same sign had been sold on a 
time plan, there could have been no 
argument. The sign owner would have 
known that his sign was being perfectly 
maintained from the beginning. The 
sign man would have realized his re- 
sponsibility for this maintenance and ex- 
ecuted his service promptly. All origi- 
nal quotations on such time plans would 
of course provide for such maintenance 
and be estimated accordingly. 

3. Similarly, such a plan would be 
an economy for the sign owner. His 
protection against sign loss is secured, 
and the cost of such protection: set at a 
low, fixed price. 

4. The sign owner is guaranteed 
proper service, as it is both security and 
good advertising for the sign company 
to render it. 

5. The sign owner at all times is as- 
sured that his sign advertising is being 
properly displayed, because of regular 
maintenance. The risk of dirty, poorly 
painted, and improperly operating signs 
is reduced to the minimum. 

6. The sign owner can be guaranteed 
modern sign advertising through the 
creation of a time sales plan that makes 
allowances for possible changes towards 
modernization at any time, subject, of 
course, to suitable time charges for the 
same. 

So, if you feel low for one reason or 
another, do as the Swiss Family Robin- 
son when the occasion demanded. Find 
a temporary haven—in your case in the 
acceptance of ideas such as these—and 
you may, sooner or later as certain 
members of the above noted family did, 
discover a refuge that may be more sat- 
isfactory than the one you now occupy. 
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With this trouble-proof 
fluorescent sign tubing 


BUSINESS IS 


EASIER TO 
WIN AND HOLD! 


Sensational HYGRADE SPECTRON giving top- 
satisfaction in every type of installation! 


You take no chances, risk no complaints, on HYGRADE 
SPECTRON! For SPECTRON is sign tubing backed by the 
resources of a huge organization — with ail the problems 
and wrinkles ironed out. It’s amazingly efficient and 
dependable, thanks to 


SIX VITAL ADVANTAGES 


i ULTRA-EFFICIENT UNIFORM COAT- fs) RELIABILITY. Made by one of the three 
ING. Developed and perfected by largest manufacturers of incandes- 
HYGRADE. cent lamps, and one of the two 

largest makers of radio tubes, in U.S. 


2 SMOOTH, FINE-GRAINED TUBING. 
Light is distributed uniformly along 
the entire length of the tubing for 
the entire life of the tubing. 


3 HIGH BRILLIANCE, Produces better 
display effects. 


4 STANDARDIZED COLORS. Re-orders 
will match. 


resulted in 
2096693. 


5 ECONOMY. Low maintenance cost— 
guaranteed by HYGRADE. 


HYGRADE SYLVANIA CORPORATION 
SALEM, MASS. Dept. ST 6 


I am interested in better, more economical sign 
tubing. Send me further information on new { 
Hygrade Spectron. 
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INFORMATION 


REGARDING 


NEON SIGNS 
FLUORESCENT 
LIGHTING 


ny 


MATERIAL 
MACHINERY 
EQUIPMENT 


IS CONTAINED IN THE 


NEW 1940 


TUBELITE 
CATALOG 


No. 400 
—. FREE 


High voltage insulators? 


High volta Fs 
volt cable 


| Universal clips 
‘with large rubber 


Single pushbutton, i] thimbles, 


operating magnetic 
Swi ey? 


| High voltage | 
~ | insulators, i 


‘BX cable running 
under table 


wena enti arf 
covered with metal 
which is grounded —- 
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Bombarder 


CONTENTS INCLUDE INFORMA- 


TION AND DATA FOR THE MORE 
ECONOMICAL MANUFACTURE OF 


NEON AND FLUORESCENT LIGHT- 
ING EFFECTS 


TUBE LIGHT 
ENGINEERING CO. 


427 WEST 42nd STREET 
NEW YORK, N. Y., U. S. A. 


CABLE ADDRESS: 
“TUBELITE—NEW YORK” 


And Crowds Came 


A Practical Exhibit, Well Planned and Executed, 
Can Hold the Crowds, Despite Other Attractions 


OW an exhibit that is carefully 
H planned and executed will draw 
the crowds, especially if its signs 

are well lettered and lighted, is shown 
by the accompanying picture of the 
Electric League of Indianapolis exhibit 
in the recent Indianapolis Home Show. 
This show has been held annually for 
nineteen years, and is ranked among the 
best of its kind. During the nine days 
and ten nights, including two week-ends, 
that it was open this year in the Manu- 
facturers’ building of the Indiana state 
fairgrounds, the total attendance was 
more than 100,000, setting a new rec- 
ord. The accompanying picture was 
taken on an ordinary mid-week night. 
Competing for public attention with 


3 eS = ae } 
. Pr TT | 


PLY 


more than 100 other exhibits, as well 
as the three complete homes which 
formed the show’s centerpiece, the Elec- 
tric League’s exhibit was highly success- 
ful in attracting special interest. This 
exhibit occupied a space 80 feet long 


and 20 feet wide, although half of the 


width was left clear so that visitors 
could come in for a leisurely close-up 
of the display features without being 
hurried along by the crowds in the 
aisles. At one end of the clear space 
was a special wall display on adequate 
wiring, and at the other end was a lay- 
out of blown-up photographs of the 
part played by various electrical busi- 
nesses in improving home life. The ex- 
hibit was constructed, assembled, paint- 


ik 


f ating i 


These sketches of the front and floor plan of the Electric League’s exhibit show its general 
appearance and the manner in which room sections were arranged to demonstrate electrical 
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progress in the home. The exhibit occupied a space 80 feet long and 20 feet wide. 
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ed, and lettered by B. Boaz, Jr., Indian- 
apolis sign and display specialist. 

As indicated on the sketches showing 
the exhibit’s front and floor plan, the 
major feature was a diagonal cross-sec- 
tion of each of the main rooms in an 
ordinary home—living room, bedroom, 
bath, kitchen, dinette and laundry—in 
which actual electrical equipment and 
house furnishings were set as_ they 
would be in normal use. 


The purpose was to show that electric. 


service is not limited to a few big jobs, 
but can be used to advantage in many 
ways in all rooms of the modern home. 
In each room were small cards on which 
“Reddy Kilowatt,’ representing the 
residential electric service supplied by 
Indianapolis Power & Light Company, 
pointed out the different kinds of appli- 
ances, lighting, and electric fixtures. 

Although the utility company’s ad- 
vertising and sales departments handled 
the construction and operation of the 
exhibit, the cost was defrayed entirely 
by cash contributions from sixty-five 
Electric League members among Indian- 
apolis business groups interested in pro- 
moting electrical usage in the home. 
These included appliance dealers, dis- 
tributors and manufacturers; contrac- 
tors, fixture dealers, and the electric and 
telephone utilities. 

To carry out further the cooperative 
nature of the exhibit, nearly $4,000 
worth of electrical equipment and house 
furnishings was loaned by members of 
the League. Unlike practically all other 
exhibits at the show, no attempt was 
made in this one to solicit orders from 
visitors. ‘ The latter were welcomed to 
examine the electrical features without 
fear of sales pressure, and the display 


material was relied upon to help the visi-. 


tor sell himself on the convenience, 
beauty, and general desirability of elec- 
trical developments. 

All league members who participated 
in the exhibit were listed alphabetically 
in lighted panels in front of the rooms, 
and after the show was over, a number 
of them reported enthusiastically as to 
the effect the exhibit had on their 
business. 
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JOIN THE “PARADE” 


Join the “Process Parade,” a series 
of presentations in the Art and Design 
Section, each presentation representing 
the outstanding work of a single process 
firm. Groups of samples are welcomed 
for inclusion in forthcoming presenta- 
tions. Join the “parade”—send in your 
samples, and SIGNS of the Times will 
do ‘the rest. 
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SIGNS of the Times 


@ 24 Brilliant Colors. 

@ Easily Blended. 

@ One color can be used 
over the other. 

@ Perfect for Oil Painting 
Effects. 


be piled on thick and one color can be used over anothe 


THE AMERICAN CRAYON COMPANY, SANDUSKY, OHIO — | 


The sketches below were made with 
SKETCHO by C. C. Cassady of Zaring’s 
Egyptian Theatre in Indianapolis. 


A new art medium for unique poster effects - a crayon that gives your 
poster illustrations all the rich appearance of an oil painting without all the 
expense, time and trouble of using oils. 


SKETCHO is ideal for quick bold sketche 


$, blends pertectly, sla rs ce 
i. 


and a brush, colors can be blended as smoothly as any 
sticks, solid or assorted colors; 24 sticks assorted 
colors. Prices range from 40c to 75c per box. 


SKETCHO is almost too good to be true 
try it - send for a trial box of 3 large sticks tox 
Then order full color range from your dealer. 
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, Please send 3-stick trial box of SKETCHO. | enclose toc. 
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THE AMERICAN Ii CRAYON COMPANY 


1706 HAYES AVENUE, 


NEW YORK 
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SOMETHING BETTER! 


Our policy of con- 
tinuous improvement, 
now makes possible 


“NU-FILM 


and 


“BLUFILM 
in the NeW 40 wicts 


with improved backing sheet 


In our search for a sheet of film 
that will work better in humid 
weather, we have developed a new 
backing sheet; which is specially 
treated and stiffer. It is made in 
40” width only, and can be ob- 
tained from your regular dealer. 


A Few of the Many 


ADVANTAGES! 


@LIES FLATTER IN HOT, HUMID 
WEATHER 


@CUTS EASIER 

© ADHERES MORE QUICKLY 
@WILL NOT STRETCH 
@®CANNOT CURL 


@PROVIDES LARGER WORK- 
ING AREA 


Those who have already used the 
40” Nu-Film or Blufilm claim it to 
be tops! The 40” width will also 
be welcomed by most concerns, to 
take care of the increasing number 
of large size displays. 


NU-FILM and BLUFILM 


also available in the popu- 
lar regular 31’ width. 


YOUR DEALER car- 
ries a stock of both. 
Ask him for a free 
demonstration. 


* Registered U. S. 
Patent Office 


NU-FILM PRODUCTS CO.., Inc. 


56 West 22nd Street, New York City 
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Fifth Article on the Making of 


Color-Separation 


Half-Tones 


By Harry L. Hiett 
Author, “Screen Process 
Production” 


HOTOGRAPHY, being the basis 

of all forms of photo-engraving, is 

likewise the basis of photo-stencil 
plate making. The size of the finished 
reproduction is determined through the 
finished size of the negative and positive 
prepared photographically from an orig- 
inal copy. This work is far from being 
purely mechanical, and while all the de- 
termining factors are well known, they 
are not easily controlled. 

Since the size and character of the 
working copy vary, there are no hard- 
set rules regarding the timing for expos- 
ing the copy and developing the plate 
or film. While these are the factors that 
determine the final results, much de- 


pends upon the experience, skill, prac- 
tice, and ingenuity of the operator. 

A half-tone dot, regardless of size, is 
heaviest or most opaque at the center, 
losing in opacity towards the outer edge. 
An uneven distribution of light on the 
copy will cause optical distortion, affect- 
ing the proportions and: unsharp dis- 
torted edges. Over-exposure might re- 
sult in choked lines or obliterate the finer 
highlight dots entirely, while’ under- 
exposure will pick up more detail. A 
perfect half-tone dot, in the ratio of re- 
duction or enlargement, will be retained 
in exact proportions. with absolute 
fidelity. 

For stencil screen printing, it is pref- 


Hiett regards examples 1, 3, and 6, as illustrative of his best efforts in half-tone work. No. 
1 is 100-line half-tone in color, No. 3 is a 100-line half-tone in two colors, and No. 6 is in 


120-line half-tone. 


No. 2 is a print made from a 150-line half-tone negative from which the 


positive for No. 1 was enlarged one-third. No. 4 is the kind of picture best suited for half-tone 
printing, while No. 5 with its dark masses is unsuitable. 
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erable to use copy containing sharp but 
light contrasts, instead of containing 
dark backgrounds or solid masses. In 
the half-tone stencil screen made from 
the first, the dots are the openings in 
the stencil through which the printing 
color is forced. In the second, the dot 
formations are in the reverse, each being 
a solid individual dot adhered to the silk, 
around which the color is laid, with 
chances of filling up or joining together 
in printing. 


[> PREVIOUS articles of this series, 

preparation of the copy, negatives and 
positives, and equipment were described. 
From here on, the more familiar part of 
the process will be dealt with. 

The first consideration lies in the se- 
lection of a method and type of emulsion 
or film that will prove satisfactory in 
every way—with fidelity and accuracy 
of detail, with a lasting bondage between 
film and screen, and simplicity in its 
entirety. Of the various photo-screen 
processes being used, there are only a 
few in which these qualifications are met 
with to the fullest degree. Many of the 
other processes are practical for line and 
coarse half-tone work when used with 
finer bolting cloth. These, however, are 
not good enough if we are to accom- 
plish anything approaching the fine 
standards of photo-engraving. 

All photo-stencil films are composed 
of a colloid or gelatinous substance, 
combined with other chemicals, and pig- 
ments or dyes for color. These emul- 
sions, when subjected to hot or cold 
water, whether light-fixed or not, swell 
considerably. If this expansion is not 
at least partially controlled, lines or fine 
details will be joined together and will 
not open up after the film has dried and 
reverted to its normal thickness. There 
are several methods by which the col- 
loids or emulsions are under absolute 
control. 

Ortho-plastic methods will be found 
to be successful to a certain degree, pro- 
vided that the emulsion is not too heav- 
ily applied. This method involves the 
lacquering of the positive, applying a 
sensitive emulsion, drying, then squee- 
geeing screen on inside with same type 
emulsion and placing in contact with 
previously coated and lacquered positive, 
exposing without printing frame, strip- 
ping off of positive which separates 
easily from exposed coating on screen, 
then etching out image on screen in 
warm water. ‘This process is practical 
for 75-line half-tone or coarser. 

Many of those using carbon tissue de- 
pend upon the wet method—that of ap- 
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One thing certain to be accomplished when you use 
Claremont Flocks is Increased Profits, and the reason is 
simple . . . Claremont Flocks are easily applied . . . they 
cost little .. . cover a wide area ... add little to the cost 
of the finished job—yet, because of the tremendous addi- 
tional prestige, attraction and sales value they impart to 
any job, customers are enthusiastic and expect to pay 
better prices. Prove this by using Claremont Flocks on 
your next job. 


SOME USES FOR CLAREMONT FLOCKS 


@Signs and Displays eDisplay Stands 

@Posters and Showcards @Exhibit Panels and Booths 

eBacking on Counter and @Plaques and Wall Decora- 
Window Signs tions 

e@Direct Mail Promotion e@lInterior Neon Sign Faces 
Pieces @Pennants and Streamers 

e@Backgrounds @Etc., etc., etc. 


Claremont Flocks are an inspiration and, when working 
with them, there is no limit to the number of uses they will 
suggest. 


WHAT CLAREMONT FLOCKS ARE 


Claremont Flocks are cotton, wool or rayon fibres, cut to 
uniform lengths so tiny that they resemble powder. They 
are available in a wide range of beautiful colors ... are 
intermixable ... are of just the proper length for air brush 
and screen process application. 


CLAREMONT FLOCKS ARE SOLD 
BY BETTER DEALERS EVERYWHERE 


“The Counitry’s Leading Manufacturers” 


CLAREMONT - - - - - NEW HAMPSHIRE 


CLAREMONT WASTE MFC. CO. 
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plying the wet sensitized sheet to a thin 
celluloid. With this method, it is neces- 
sary to expose directly through both the 
positive and celluloid. support to the 
sensitized emulsion. The thickness of 
the celluloid, regardless of how thin, will 
permit a certain amount of light seepage, 
closing up fine half-tone dots. 

In our own plant, where we produce 
hundreds of stencil screens annually, in 
line, half-tone, and color separation, we 
employ only two distinct photo methods 
—the direct for stainless-steel wire 
screens, used by the ceramic and vitre- 
ous enamel industry, and the waxed 
metal temporary support carbon-tissue, 
for silk in line, half-tone and color sep- 
aration printing of glass, metal, and 
cardboard. 

Regardless of size of tissue sheet or 
film size up to 40 inches by 34 inches, 
the largest in which our present equip- 
ment will handle, we can produce a com- 


vi | pleted stencil screen in from 30 to 45 
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minutes, with absolute accuracy to the 
thousandth part of an inch, true to the 
positive or negative in every direction, 
the year round without the use of tem- 
perature control or humidifying units. 


HE water that is to be used in the 

preparation of the sensitizer, whether 
with bichromate alone or with other in- 
gredients, must be free from certain 
purification chemicals, sediment, and 
minerals. Rust is the photo-engraver’s 
worst enemy and hot water, if used in 
the mixture, must be as rust-free as 
possible. 

In my own work, both hot and cold 
water are used directly from the faucet, 
although at certain intervals both are 
analyzed with the silver nitrate test, that 
of placing two ounces of the water to be 
used in a perfectly clean glass or grad- 
uate and admitting a few silver nitrate 
crystals. If the water is loaded, it will 
immediately turn to a milky color, more 
so with rain, spring, and mountain 
water. If the water is free of impuri- 
ties, it will remain crystal clear with this 
test, especially so with double or triple 
distilled, which is the kind used exclu- 
sively in photo-engraving. 

As to bichromates—while it is not 


necessary to mention the chemical prop- 


erties of these light-sensitive salts other 
than that they are our most essential 
chemical, bichromate of potassium is, no 
doubt, the most widely used in our work, 
although it is necessary to use bichro- 
mate of ammonia where a clear spirit 
sensitizer is desired. Bichromates vary 
according to grade and come in both 
crystal and granulated form. The lower 


grades contain impurities the same as 
found in some water. 

According to grade, there are the com- 
mercial technical, technical, pure granu- 
lated, chemically (C. P.) pure, and an 
analytical regent, the last of which is 
the most expensive and the purest 
known to science. Any of those from 
the pure granulated up to the expensive 
analytical regent are satisfactory. 

There is little or no deterioration in 
bichromates that have been kept in their 
dry state or mixed dry with dry colloids, 
if kept in air-tight, light-proof glass or 
metal containers. When mixed with col- 
loids into a liquid form, the mixture de- 
teriorates very rapidly. 

When bichromates are mixed with 
pure water alone, such as is used in 
carbon-tissue sensitizing, such a bath can 
be used again and again within a period 
of from four to six weeks, or until it 
turns deep in color. 

Colloids are the basic gelatinous sub- 
stance necessary in the preparation of 
the emulsion, whether applied to paper, 
metal, celluloid, or to the stencil screen 
direct. Many of the later strip film 
processes are nothing more than a well- 
balanced plasticizer colloid mixture, con- 
taining sulphate and dye, and coated 
either by hand or machine. 

Waxes are necessary in the carbon- 
tissue-method. The temporary support, 
whether it is light or heavy celluloid, 
metal or glass, must be waxed. In some 
instances, the colloid is flowed or applied 
in liquid to a metal support, as in the 
copygraph method. There are various 
waxes that can be used. In the wet 
carbon-tissue methods, no doubt pure 
beeswax and naphtha are the best com- 
bination, while carnauba, or O. P. syn- 
thetic wax, or a mixture of beeswax and 
rosin, are most satisfactory for metal- 
plate waxing, when made into a liquid 
with naphtha, carbon tetrichloride, or 
other grease- and oil-free solvents. Up 
to a few years ago turpentine was con- 
sidered a good solvent, although it does 
contain a certain amount of fatty oil. 

Emulsified waxes, such as those con- 
taining carnauba, caustic soda, trigamine, 
oleic acid, and water, are also highly 
recommended for celluloid, glass, or 
metal waxing. 

In the past we have advocated the use 
of hardening agents, such as formalde- 
hyde or alum. I haven’t used any form 
of hardener for quite some time, for it 
has been proven that the bichromate 
salts are a natural hardener in them- 
selves. Hardeners also interfere with 
the adhesiveness to the screen. 

Scum is a thin, transparent’ film that 
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clings to the open meshes of the finished 
stencil, caused by improper wax or wax- 
ing, rust in the sensitizer, or insufficient 
rinsing or etehing: It is seldom encoun- 
tered by the experts. It can be re- 
moved sometimes by washing the screen 
with butyl lactate. 


I'THIN the past few years, several 

concerns making process colors have 
added to their line a semi-lacquer type, 
in both transparent and opaque. These 
colors lie smooth, are quick drying, and 
regardless of the number of colors laid 
over each other, they have no more re- 
lief than in letter-press printing. They 
are exceedingly brilliant and resemble 
water-color printing. This has indeed 
been one of the big accomplishments in 
color making, which shows that the 
chemists of the large color manufactur- 
ers are actually cooperating for the bet- 
terment of the process industry. 

The vehicle or base into which the 
colors are intermixed is of a heavy vis- 
cosity water-clear ethyl cellulose prop- 
erty. This differs considerably from the 
ordinary stencil screen lacquers, which 
are of nitro cellulose, the solvents of 
which are of a low boiling type. 

While any kind of lacquer colors can 
be used with all types of photographic 
stencil screens, they are active when 
used with lacquer- or shellac-coated 
films, although there is one type ethyl! 
cellulose that will not attack films of 
this nature. Transparent oil toner col- 
ors, when reduced in strength with 
heavy-bodied short-oil transparent bases, 
are also exceptionally good for color 
separation printing, as well as lake print- 
ing inks when reduced with the same 
bases. 

Regular stencil screen process lac- 
quers are not satisfactory for half-tone 
printing, nor are the synthetic enamels 
or other long-oil colors, as such colors 
level out during drying, causing the half- 
tone dots to become joined. Where half- 
tone work is desired for outdoor metal 
signs, this must be printed with flat col- 
ors and varnished afterwards. In fake 
color separation work it is preferable 
that the half-tone be run first in its dark 
tone, with the superimposing of the 
transparents afterwards. 

In any event, in printing from half- 
tone stencil plates, the operator must be 
doubly sure that his color is right to 
begin with, with a heavy enough body, 
containing the right amount of retarder, 
and that a job can be run completely 
without interference. Half-tone printing 
also requires perfectly sharp and true 
edges at all times. 
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OPENS A NEW ERA FOR 


SCREEN PROCESS! 


* In addition to the star features inset above, the Johnston Press brings you the 


advantage of Portability. It is equipped with substantial casters and its com- 
paratively light weight, due to simplicity of design, permits it to be moved easily 
to any desired location. In many cases two screens can be run at the same time. 
Add to all of this the Safety features, Ease of Operation by only one person, 
beautiful grey finish, durability of materials, precision workmanship, saving in 
time and money, and you will understand why the many progressive process 


concerns which are already using the Johnston Press hail it as the biggest step | 


forward in process history. The price is only $1995.00 f. o. b. Detroit. Write for 
descriptive circular. 


... and another Step Forward-- 


PHOTOPLASTIC SCREEN SERVICE 


You now have at your command a photographic screen service as capable of deliv- 
ering screens as the modern photo engraver is of delivering plates to the printer. 


A large staff of competent craftsmen, thousands of dollars worth of photographic 
equipment and the exclusive Photoplastic process enable us to supply screens of 
unsurpassed accuracy in registration, sharpness in detail from six point type up, 
and unusually long life. Three color separation screens a specialty. 


We are equipped to ship screens the same day order is received. Our rates on 
line or halftone screens are such as to make it impractical and expensive to try, 
or to continue, to make your own screens. 


Write today for circular and price list. 


307 Boulevard Bldg. - - ~- Detroit, Michigan 


The JOHNSTON PRESS 


SCREEN PROCESS SERVICE CO. 
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PRESSED STEEL LETTERS 


¢e PORCELAIN ENAMEL 
e STAINLESS STEEL 
e SPECIAL ALLOYS 


—_ a vf For use on Store Fronts, Sign Faces, Service 
a Stations, Truck Bodies, Walls, Marquees and 
Channel Frames. 


* DISTINCTIVE APPEARANCE 


Pressed from 16 ga. steel with extra deep relief 
these letters enhance both modern and conserv- 
ative store fronts and signs. Furnished in four 
standard alphabets in various sizes from 6” to 
24” high. No extra charge for matching special 
color schemes. 


* EASY INSTALLATION 


Our hanging attachments were designed to be 
— — installed without special equipment. Templates 
USE KOLUX LETTERS ON YOUR NEXT INSTALLATION | and instructions with every order. 


RAISED GLASS LETTERS Complete line of 
KOLUX Many sizes and styles KOLUX HOUSINGS and CABLE SUPPORTS 
WRITE TODAY FOR FREE DESCRIPTIVE FOLDER AND PRICES 


*-KOLUX CORP. -- KOKOMO, IND. - 


A Detailed Working Knowledge of Modern 
AIR BRUSH ART for Only $3.00 


Every artist and everyone in Fashion Illustrations in Diplay; Air-Brushed Illustrations; Sur- 
any way interested in art work face Representation; Product Illustrations; Furniture Illustrations; 
ought to own “AIR BRUSH Monument Illustrations; The Architectural Sketch: The Sign 
ART,” by George W. Kadel, a Sketch; Retouching Procedures; Retouching Problems; Tinting 


new, practical, modern, and Procedures; Planning the Mural; Air-Painting the Mural; Air- 
adequate book of air brush instruction, information, and applica- Brushed Flock; Flocking Applications; Earning Money with the 
tion. It’s the only book of its kind—the most modern, most prac- Air Brush. 
tical, most complete—and it’s published by SIGNS of the Times. 
It is 8 by 11 inches in size, with de luxe binding in black and USE THE COUPON — ORDER NOW! 
orange. It contains 192 pages, has 11 parts, 40 chapters, and allie teehee ene ieateteieteielenleelenlele tele ieieietetenteiehs | 


more than 130 illustrations and drawings. It’s well planned. 
well written, well illustrated, well printed, well bound, and 
the price is only $3, postpaid. 


CONTAINS FORTY CHAPTERS! 


Check these forty chapter headings for proof of the book’s com- 
pleteness in the help and service and value it can give you: 
Air Brush Art; Using the Air Brush: Care of the Air Brush; 
Friskets: The Primary Value Scale; Air-Brushing Drills: Using 


SIGNS OF THE TIMES 
(Book Dept.) Cincinnati, Ohio 


[] Enclosed find $3 for one copy of Kadel’s AIR BRUSH ART. 
(Purchasers living in Ohio add 9c Sales Tax, total $3.09.) 


[] Enclosed find $5, for which send me a copy of AIR BRUSH 
ART, postpaid, and enter (or extend) my subscription to 
SIGNS OF THE TIMES for one year. (Purchasers living in 
Ohio add 9c Sales Tax on book only, total $5.09; elsewhere 
in U. S. A. and Canada $5; foreign $6.) 


Color: The Cylin der and Cone; The Cube, Sphere, and Prism; MRM esa Winik' a Xn a Ark Bla! dae wrachlal a Rea ee ack s Sek aw EA are hl eae Rew ee eh 
Many-Sided Solids: Indented Surfaces; Lettering with the Air pe is 

Brush; Ai r-Brushe d Displays: The Air-Brushe d Sign: Air-Brushe d SIS nites Tice Dass ween SU 6 Theil pe es tee aA EUS lee 6) RI OUW HO cee h es Wea Mee ane, we eele 
Exhibit Settings: Air-Brushed Portraiture; The Human Head: The City a ea nee 


Eye; The Mouth, Nose, and Ear; The Hair; Portrait Backgrounds; 
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Fashion Illustrations; Air-Brushed Textures; Fashion Accessories; 


See ele LCL LLL LLL LLL LLL LLL LEED DEDLWLDLLL LLL... 
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ROBERT G. CHASE, designer, suggests that fluorescent luminous-tubing units such as these, which sign companies can readily produce, are 


suited to commercial interiors where high brightness factors are desirable. 
and back-bar or over-counter light (bottom). 


These ideas are for wall light (top), ceiling light (middle) 


FOR INDIRECT Lighting _.. BY MEYERS 
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AN APPLICATION of indirect lighting with fluorescent luminous tub- to the illumination of cafes, restaurants, and other large areas where 
ing is this month's offering by Designer George F. Meyers in his indirect illumination is desired. The inverted L-type housing-and-reflec- 
SIGNS of the Times design series. The application is best suited tor unit is a ''natural'' for sign-company fabrication and installation. 


JUNE, 1940 


MAKING 
THAT DIFFER 


BY CEVA “boo R078 ER SeON 


IT STANDS to reason that a design of an electrical advertis- 
ing display that has been actually constructed and installed 
and then tested in actual service provides something concrete 
that a mere design drawn on paper does not have. One is 
actuality—the idea brought to life through construction and 
use—and the other is merely the idea, but a powerful sales 
tool for the sign company, nevertheless. | am showing with 
this article two such designs—one that came into actual being, 
the other merely an idea that still has all its possibilities 
before it. 


In the Arctic Fur Company design, | am submitting another 
actual example of resultful designing—a design that has been 
put into good service. .Other such examples of designs in 
use were shown in connection with my articles that were 
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published in the Art and Design Section of SIGNS of the 
Times for February and March. 


The Arctic Fur Company design was transformed into an 
actual operating display by the Tyler Neon Company, who 
erected it here in Tyler, Texas. | find that in this region it is 
no easy matter to sell anything that differs a great deal from 
a box for a display, and this Arctic -Fur piece was the first 
design | made for local installation, in which the idea of the 
display varies a little from the ordinary. 


Personally, | have always considered the employment of 
letters hung with icicles as an out-dated practice, -but for this 
particular design the icicles might well be regarded as indis- 
pensable in conveying to observers a descriptive meaning of 
the display. The display is indeed a ''cold"’ one throughout. 
It was painted entirely with cold colors—dark blue for the 


‘background, light blue for the lettering. The bear is white and 


the iceberg is white tinted with blue. 


The client was very proud of the display. He visited the 
shop every day and followed the construction work through 
every department, and when the job was finished, he even 
stood on the sidelines and watched its erection. 

The other design shown here, for.''Miller Mutual Insurance, "' 
is what might be called a design for a combination horizontal 
and vertical name display, with a queer effect in the raised 
letters. It is designed as a double-faced display for installa- 
tion on the corner of a corner building. Its size would, of 
course, have to be in proportion to that of the building on 
which it is placed, and the elements in the design, such as the 
letters and other treatment, would likewise have to be made 
proportionately larger or smaller, as the case may be. 
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| Bulletin Ideas .. w vars 


MEN'S STORE 


‘Broad and Main _ 


SS 


MONROE ~ 


THE WAY to sell bulletin ideas, according to the theory of Walter portion, and general appearance. These are reproductions of some 
B. Banks, who made these sketches, is to put every possible ounce of of the full-color sketches Banks has made—miniature representatives . 
effort in the execution of the designs so that there is nothing to be for sales making. Another showing of his bulletin ideas was in last 
left to the prospective advertiser's imagination as to coloring, pro- December's SIGNS of the Times. 
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McCANDLISH AWARDS. Lyman M. Simpson (in picture at right), 
Barrington, IIl., won $500 for his ''Heinz'’ poster in the McCandlish awards 
for 1940, sponsored by A. R. McCandlish, president, McCandlish Litho- 
graph Corporation. Five judges selected it from among 517 entries. 
They were, left to right, Burton E. Goodloe, J. Walter Thompson Company; 
Hayden Hayden, artist; Fred Ludekens, Lord & Thomas; J. O. Carson, 
H. J. Heinz Company; Mark Seelen, Outdoor Advertising Incorporated. 


SECOND PRIZE 


PERS 


SIPERAILEDIIDOLILLLPLEROD ADO A 


SERVEL 
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Gas Kefugerator | 


SECOND PRIZE. of $300, went to Manic Disantis. of Cleveland ee this 
design advertising ''Servel'' refrigerators. Disantis (right) is 26 years old 
and is employed by Creative Art, Inc., Cleveland. 
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THIRD PRIZE, in amount of $150, was awarded to Artist John Milligan 
of Philadelphia, for his "Clicquot Club'' twenty-four-sheet design. He is 
associated with Aiber Studio Associated Artists of Philadelphia. 


- FOURTH PRIZE = 


Ss 


FOURTH PRIZE, $50, al ese by Michael Juhas of Torrington, Conn., 


I} for his "Kellogg's" design. Fifty honorable mention designs were also 
selected and shown at the Philadelphia Museum School of Industrial Art 


early in May. 
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Card Styles FOR SHOE STYLES 
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THE VARIETY of cards shown here for the shoe business are 
some of the types of cards produced by us at Advertising 
Displays, Birmingham, for our regular clients. By close ob- 
servation of the following descriptions, you might assume that 
these cards are not the profitable variety of work, but the 
constant practice of executing display cards with a little care 
can eventually become a profitable asset. This is especially 
true when the occasion occurs to do card designing that re- 
quires more than just the standard display card. 

The "DeFino" card was made from ready-prepared black 
wall board, with all the lettering done in white. This is an 
appropriate color scheme for cold weather, but you may use 
other colors for other seasons in the same manner. 

The “Custom Made" card is of plain wall board with 
appliqued panel and cut-out price. The colors are orange 
background, white panel, maroon shadow, turquoise blue and 


brown lettering. The price is brown with air-brush shading 
in brown also. 
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The Mexican card is also a wall-board card, the girl being 
the main attraction. The principal color is green, supple- 
mented with dark flesh and black. The lettering was done in 
a shade of green and the price in white. 

Silver gray was used for the ‘Spring Footwear" card. 
The artificial flowers came from the dime store. For the panel 
a piece of water-color paper was used, lettered in dark green. 
The group lettering (except the word ''Style'') was done with a 


pen. A piece of green cardboard was used for the name. 
On the ''Footwear for Spring'' card, a purple cut-out panel 


was used on pink cardboard—with a green shadow—and let- 
tered in white. The other lettering was done in blue. These 
colors can also be used for a summer display card. 

The "Children's Shoe" card is strictly an applique card. 
The top panel is pink with maroon lettering, the main copy 
panel is yellow with red orange lettering, and the name piece 
is white, lettered in dark blue and outlined in pink. The back- 
ground is green and the shadow is blue green. 


CUT-OUT DISPLAY Panels _.. BY TURNER 
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A DISPLAY PANEL is 
merely a display panel 
—unless it is an attrac- 
tive cut-out. display 
panel that adds inter- 
est to the theatre lobby 
set-piece, theatre pos- 
ter, or window display 
with which it is used. 
That is Artist Edmund 
Turner's reason for sug- 
gesting these designs 
for display panels, 
large and small. He 
indicates that it's easy 
—and. fun—to work out 
panel designs such as 
these. 
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SMOKING MIXTURE 


gape Roar Bi enka Ree LOHR 
ig. Moped. 


Reggrosen 


L ILLE TRUST COMPANY | 
Fifth i Maariket — scewoen trocma event asupanct comonaren Highland & Baxter : 


AS A welcome addition to the SIGNS of the Times "hit parade" of 
screen-process production, this array of well-executed displays is 
representative of the work produced last year by M. H. Mclntyre 
of Louisville for Marion L. Kaelin Signs of that city. McIntyre and a 


SIGNS of tne Times 


helper handled ail operations from stencil cutting to squeegeeing. 
All these pieces were printed from knife-cut liquid-adhered film-paper 
stencils on No. 12 silk. SIGNS of the Times welcomes other entries 
of outstanding screen-processed examples to the ‘Process Parade." 
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ULTRA-MODERN outdoor advertising structures for extra-special tubing concealed in the surrounding frame. These same designs can 
purposes are represented in these designs by Carl X. Meyer as be readily adapted to another and smaller form of advertising dis- 
another of his ‘Designs of the Times'’ presentations. In each unit, | play—point-of-sale signs. As a bulletin idea, the design at top 
the panel is designed to be indirectly illuminated by fluorescent incorporates a display clock for repeat-interest value. 
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IN PENNSYLVANIA 
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PLNNEIYLVANIA 


KOR Bw 


PROJPEROUS 


AWARDS (ABOVE) -. HONORABLE MENTION. (ABOVE) 
FIRST—Pete Elash, Pittsburgh William Arnold, Millersburg -- ~Donald C. Gould, Pittsburgh 
SECOND—Harold Stein, Pittsburgh Lucille Deily, Pittsburgh Dan McHugh, Pittsburgh 
THIRD—Jeanne Rush, Pittsburgh Frank Donics, Pittsburgh Anthony Polito, Pittsburgh 
FOURTH—Wilkie Carr, Philadelphia Terry Gallagher, Scranton - Olga Skantar, East Pittsburgh 
FIFTH—Paul Bennett, South Williamsport Richard Gilmore, Pittsburgh Albert Tong, Chester 


PITTSBURGH STUDENTS carried away most of the honors in the at Franklin and Marshall College, Lancaster. The contest theme was 
sixth annual Pennsylvania poster art contest conducted in high ‘Industry, the Key to Prosperity in Pennsylvania." Seventy-five 
schools of the state and sponsored by the H. W. Prentis, Jr., chapter schools submitted about 300 entries. To be eligible, all designs had to 
of Alpha Delta Sigma, professional national advertising fraternity be 12 by 27 inches, in the proportions of a twenty-four-sheet poster. 
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Swing Session FOR CARD LETTERERS 


MANY TIMES have | stopped before store or showroom win- | 


dows to study and analyze certain display cards, and thought 
how well these craftsmen have mastered swing. So, undoubt- 
edly, have countless hundreds paused to admire beautitul 
lettering. 

Among tase people there are many that have asked 
themselves, ‘Just what is swing, and how am | to acquire that 
mysterious quality?'' | propose to answer this question, in order 
to benefit that legion of letterers who are in the average or 
‘mediocre class. 

Indeed, a large percentage of these men can become 
good, even great, letterers. It is only because they lack cer- 
tain bits of knowledge—perhaps they have not had the proper 
fundamental training, possibly they have overlooked vital 
points of brush technique—that they remain in the mediocre 
class. | believe this article will be instrumental in increasing 
their knowledge, confidence, and ability. 

The first step in the attainment of this admirable goal, is 
the requirement of good brushes. All other factors being 
equal, the man with good tools has a decided advantage 
over the one with poor equipment. A good brush alone does 
not make an expert workman, but it assures clean, even strokes, 
and facilitates lettering. 

The proper consistency of the color plays an important 
role. If it is too thick you can not make full, sure strokes, 
but you are naturally impeded because there is too much 
“drag,'' and it is difficult to control the brush. On the other 
hand, if the paint is thin, it will flow too quickly from the 
brush, thus having a tendency to spread over the lettering 
surface and make the strokes ragged and uneven. 

The happy medium, of course, is to mix the paint to a free- 
flowing consistency, and palette each brushful on a piece of 
card or paper. With a little practice, you will acquire the 
feel of the brush and always be able to carry the proper 
amount of color. 

The actual brush technique and letter formation, without 
which swing is impossible, require a detailed explanation. 
Hold the brush lightly between the fingers, and keep your wrist 
relaxed. In doing so, the brush is under control at all times and 
you will obtain that freedom and grace so.vital in lettering. If 
the fingers and wrist are stiffened, you can not properly con- 
trol the brush and, as a result, you have stiff and awkwardly 
constructed letters. 

When forming the various elements and strokes, do not 
draw" them. Rather, make all the strokes with a free, sweep- 
ing motion, which will impart beauty and shapeliness to the 
lettering. 

| can not stress too strongly the need for grace, shapeli- 
ness, and absolute freedom, for these are the very essence of 
beautiful lettering. Study the construction and elements of 
the Gothic alphabet and make your letters equally attractive 
and well proportioned. All up-and-down strokes should be true 
perpendiculars. If they incline either to left or right, the bal- 
~ ance is destroyed, and the finished letter is not pleasing to 
the eye. In the letters A, M, V, W, X, and Y, a perpendicular 
line drawn from the intersection of the oblique lines in each 
letter should bisect the corresponding angles equally. If the 
resulting angles are not equal, the letters are off balance. 
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THESE LITTLE CARDS have none. 
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Outstanding Experts in Various Fields Acclaim 


DEVOE POSTER COLORS 


“SMOOTH-FLOWING’ “UNIFORM” “‘BRILLIANT”  “‘NON-BLEED™’ 


HOWARD BRAUNS MARY O. PAGE MARK VON ARENBURG ANNA L. HILTON 


Commercial Illustrator Well-known Illustrator and _ Interior Noted Poster Artist of the Director, School of Design, Grand 
and Designer Decoration Designer Motion Picture World Central School of Art, N. Y. C. 


Reason for Success of Devoe’s Poster Colors: 


DEVOE HAS COMBINED CRAFTSMANSHIP 
WITH CHEMISTRY FOR OVER 186 YEARS 


ROFESSIONALS AND STUDENTS alike find that Devoe 
Show Card and Poster Colors give them all the 
qualities which they need to produce their finest work. 


For the professional, these colors have the real 
brilliance, constant uniformity, opacity, and smooth- 
flowing, non-bleeding qualities so necessary for fine 
work. They do not streak. They dry fast. They 
remain true. 


The student—to do good, inspiring work—must 
use bright, clean-cut, easy-flowing colors if his work 
is to have the dash and sparkle necessary for success. 


For both professional and amateur, Devoe Colors 
will save money and increase the consistent good 
quality of all work. It will pay you to use Devoe 
Colors. Order what you need at your supply store 
today. 


Constant quality is a first principle in making Devoe products. 
Here, at the vast Devoe Laboratories, a chemist tests new colors 


DEVOE & RAYNOLDS CoO., INC., 580 FIFTH AVE.,. NEW YORK for permanence on the Fadeometer. 


SHOWCARD AND 
POSTER COLORS 


DEVOE ALSO MAKES A COMPLETE LINE OF ARTISTS’ BRUSHES 
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HINTS AND HELPS IN SIGN DESIGN—No. 12 


Proportion . 
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ANY STUDY of the enlarging of designs in proportion would 
certainly be incomplete without considering the use of light 
rays for this purpose. By the projection of images through 
lenses, the movies we view on the screen are many times 
larger than the film on which the originals are printed, and 
conversely the pictures taken with a camera are many times 
reduced from the life-sized objects. In the same manner, sign 
designs drawn to a reduced scale can be enlarged to full size 
by using a suitable projector, which operates on a very simple 
principle. | 

In general, two main types of machine are used, one of 
which projects a direct image and the other a mirrored 
image. The first is illustrated in Fig. 47. The essentials are 
a lens through which the image is projected, a light source, 
and a box to hold the various parts in position. 

When a single-lens system is used, the projected copy is 
turned upside down. If the original copy is inverted in the 


projector, the image is right side up on the drawing board, 
but reads from right to left instead of from left to right. 


ORIGINAL 
COPY 


PROJECTED 
{MAGE 


ORIGINAL 


FIG. 46 = - 


PROJECTOR 
ANGLED TO 
ONE SIDE 


ORIGINAL 
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. WITH THE PROJECTOR 


MOORE 


Although this difficulty can be corrected by the use of a 
second lense system, the best solution is the method shown 
in Fig. 48, which uses a mirror to reflect an image of the 


object to be enlarged before projecting it. Another advan- 


tage of this system is the fact that the original lies face up 
on the table or stand under the projector, making it easy to 
copy from magazines or books without injuring them. 

It will be seen that the principle upon which a projector 
operates is quite simple. However, a word of caution might 
be appropriate, to the effect that the optical problems to be 
solved in producing an accurate projected image are neither 
simple nor easily answered. In some ways they’ are more 
difficult than those involved in camera construction. There- 
fore, unless you have a complete knowledge of the physical 
laws of retraction that govern the action of lenses it will prob- 
ably be much cheaper and more satisfactory to purchase a 
good projector, such as one of those advertised in SIGNS 
of the Times, than it would be to try to build one. 

Now, let us consider the actual use of a projector in the 


PROJECTED 
IMAGE 


FIG. 49 
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Upper left: One of the attractive plywood win- 
dow display fixtures used recently by Zell 
Bros., Portland, Ore. 


Upper Right: The base of this smart, stream- 
lined Foster & Kleiser painted panel is 
weatherproof EXT-DFPA. 


Left: The beautiful interior walls and ceilings 
of Luepke’s Florist Shop in Vancouver, Wash., 
are built of Douglas Fir Plywood. 


Above: This unique plywood background was 
built by P. J. Sandman for Bycks Bros., Louis- 
ville, Kentucky. 


are jobs Douglas Fir Plywood does better ! 


New Display Manual shows dozens of uses! Write for your Free copy! 


display man’s favorite material. It is real lumber 
made larger, lighter, stronger. It works easily 
with all tools . .. is split-proof ... can be bent 
to, pleasing curves . . . takes any finish. It stands 
loads of use and abuse . . . can be salvaged many 
times and re-finished repeatedly. 


The wallboard grade, PLYWALL, is the most 
popular for interior display work. The exterior 
grade, EXT-DFPA, which is made with water- 
proof glue, is being specified more and more for 
all types of permanent outdoor work. Your 
lumber dealer has Douglas Fir Plywood in a 
variety of sizes, thicknesses and grades, and each 


| 

| 

| 

| 

| @ Douglas Fir Plywood is rapidly becoming the 
SIGNS of the Times 
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panel is “grade trade-marked” to make ordering 
and identification easy. 


A book written especially for display men by an 
authority in the display field, Mr. A. E. Hurst, 
has just been published and is available free of 
charge. It is called “How Your 7 
Store Can Use Douglas Fir Ply- 
wood,” and is full of ideas, 
suggestions and pictures that 
you will find helpful every 
day. Write for your copy 
now. Douglas Fir Ply- 
wood Assn., Tacoma 
Bldg., Tacoma, Wash. 
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design studio. Where it is used often, the best arrangement 
is to have it mounted on a heavy stand that can be moved 
about on castors or wheels. As there is usually a definite 
size to which the original copy must be enlarged, the first 
problem is to adjust the distance of the lens from both the 
drawing board and the original so as to make the image the 
proper size and have it in sharp focus. Refer to Fig. 49. 
Notice that the farther the projector is placed from the draw- 
ing board, the larger the image becomes. At the same time, 
the distance of the lens from the original copy decreases to 
keep the focus sharp. 

From this, it can be seen that some time might be re- 
quired in making adjustments for obtaining the desired set-up. 
Much of this can be saved by using a projector calibrated 
for all ordinary enlarging scales. Two sets of marks are re- 
auired, one between the drawing board and the projector, 
which may be marked on the floor or ceiling or merely kept 
as a chart which is used as a guide in measuring off the 
correct distance with a rule, and the other on the sliding tube 
that holds the lens. Thus, the set-up for enlarging photos from 
34 inch, | inch, 1% inches, 2 inches, etc., on up to | foot to 
tull size can be marked so that only a moment is required to 
prepare for projection. 

Ordinarily, the copy to be projected is a full front view, 
and when such is the case a line extending from the lens to 
the center of the projected image must be at right angles 


to the drawing board. Occasionally, however, it might be 
desirable to project a photo taken at an angle or a perspec- 
tive drawing to a front elevation. This can sometimes be 
accomplished as shown in Fig. 50 and Fig. 51. 

The original in Fig. 50 is projected to a full front view by 
setting the projector so that the line of projection is at an 
angle laterally with the drawing board. The left side of the 
projected image will be enlarged more as it is farther trom 
the lens than the right side. As there is a difference between 
the right and left sides the center of the image should be 
brought into sharp focus. Refer to Fig. 51. In this case the 
top of the image is to be enlarged more than the bottom so 
the projector is placed on the floor and angled up. Other 
angle views might require a combination of the two positions 
just described. 

Price is not the only point to consider in the purchase of a 
projector. Some other things are the size of the original 
copy that can be used, the range of the scale of enlargement, 
the brightness of the light source, how hot the projector be- 
comes during operation, and the quality of definition given by 
the lens system. A good way to check the last is to project 
copy consisting of a number of straight lines ruled so as to 
torm squares which cover the entire field. If they show undis- 
torted clear to the edge it will be possible to handle copy 
otherwise too large by dividing it into sections and throwing 
them on the board one at a time. 


mong the Artists .. 


TWO PARTNERS share space in the artists’ personal corner this month— 
Arthur G. White, left, and Robert A. Hopkins, partners in the White Art 
Studios, located in the Century building in Indianapolis. Both are recog- 
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nized as artists of real ability in their work of producing displays and 
exhibits. 


clear, sharp pictures, preferably of artists at their work. 


SIGNS of the Times welcomes pictures to this department— 
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GENERAL ELECTRIC REDUCES 
G-E MAZDA LAMP PRICES ! 
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| THIS MEANS THR YES! AND YOU 
4 LOWER SAVE ON FIFTY 
| PRICES FOR POPULAR 

| SIGN AND SIZES FOR 
| DECORATIVE THOME AND 
| LAMPS ! BUSINESS. 


~ 20™ MAJOR PRICE REDUCTION IN 19 YEARS! 


New Prices Effective June 1, 1940 


FOR SIGNS AND DECORATIVE PURPOSES FOR GENERAL LIGHTING 

10 watt clear and inside frost... were 15¢...now 13¢ 7%, 15, 25 watt G-E MAZDA lamps....... now 10¢ 
10 watt colored lamps......... were 20¢...now 18¢ 40, 50, and 60 watt........ were 1S. eee Re now 13¢ 
25 watt colored lamps......... were 20¢...now 19¢ 75 and 100 watt......... previously reduced to 15¢ 
40 watt inside frost <6 e666 6060.4s was 18¢...now 16¢ Ls WARE Ks oy ce eH aga oss eat reduced to 
WEE a iia nk cae pe ee was 30¢...:.. now ¢ 
40 watt colored lamps......... were 23¢...now 21¢ MS hiraix (enedium ben aes Oko now: ake 
apa 300 watt (mogul base) ..... was 706.500) now 65¢ 
MAZDA “F” FLUORESCENT LAMPS eee oy: was $220. ee ae 
(Daylight an ite) TR WHE Gin oe eed eters was $3.75....now $3.25 
ES: watt -8.cc Kee eee was $1.15....now 95¢ SOO Watt OSS. Se. os was $4.00....now $3.50 
LS watt, 242.406 i ioe, was $1.45....now $1.25 L900 WA 66s eicinwweees was $5.75....now $5.25 

20: were Tel. cig st Sus was $1.65....now $1.25 Prices also reduced on Silvered Bowl, Daylight, and 

SO: wate TO. ces was $1.50....now $1.25 Spotlight and Floodlight Lamps 


Blue, green or pink, 10¢ additional. 
Gold or red, 20¢ additional. 


40 watt T-1licidiis cakes was $2.30....now $1.90 G-E MAZDA LAM PS 


EVER SINCE EDISON INVENTED 


HIS FIRST INCANDESCENT SINCE 192] 
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Editorials 


Equilibrium 
OUILIBRIUM is the equipoise 
between opposing forces—a state 
of balance that should grip both 
the mental and material status of Amer- 
ican business during these times of fly- 
ing rumors and disturbances abroad, 
intermingled with political implications. 
This is the time to knuckle down to 
business and build it up with more pro- 


motion, push, and determination than. 


ever before. It is a time to increase 
sales for greater profits and to cultivate 
large bank balances as an anchor to hold 
to in any eventuality. 

Business must sustain its equilibrium 
and refuse to be stampeded into un- 
sound actions or to lose its stronghold 
through the adoption of unsound poli- 
cies leading to entrenchment. Business, 
in contrast to government, is not ham- 
pered by political machinery, and can 
keep the wheels of industry moving for- 
ward speedily. Strong-minded men are 
needed to hold the equipoise—to show 
by their examples that equilibrium can 


be held through continued investment 


in the future. 

Each business man is his own dic- 
tator in his own realm of business, and 
by holding his balance between oppos- 
ing forces his business can move for- 
ward despite over-dramatic interpreta- 
tions of the “news,” and approval or 
disapproval of political action or inac- 
tion. The buyers’ market is intact in 
this country and the buyers’ needs are 
going to increase, and not diminish. The 
word is to “Go!” with full steam ahead. 


Time and Temperature 


WO subjects of primary and con- 

tinuous importance and interest to 

the average person are the time of 
day and the temperature of the weather. 
In addition to furnishing subjects for 
casual conversation, both have a tremen- 
dous influence on the business of the 
day. 

Advertisers have taken cognizance of 
the attraction value of- devices that fur- 
nish such information and have had 
them incorporated in their advertising 
displays. A surprising number of dis- 
plays furnish information on both time 
and temperature, and some also include 
weather predictions. 

Modern inventions have increased the 
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number of devices now available to the 
sign and outdoor advertising industry 
as appurtenances to advertising displays 
for service to the public. A display 
renders a service first and always in the 
advertising message it conveys, and 
when time and temperature are addi- 
tionally provided the service rendered 
is increased three-fold. 

Of comparatively recent adoption as 
an electrical advertising feature is the 
vertical thermometer, which got its im- 
petus from the granddaddy of all verti- 
cal thermometers, the giant Havoline 
thermometer that formed the thermom- 
eter tower at the Chicago Century of 
Progress exposition in 1933 and 1934 

It is rather significant that life in- 
surance companies are among the prin- 
cipal users of vertical thermometer dis- 
plays (see page 8) as a part of their 
home-office identification signs, infer- 
ring, perhaps, that time and temperature 
wait for no man, and that it is never 
too late, too early, too hot, or too cold 
to make application for a policy as 
security against the ravages of time and 
the weather. 

The same inferences apply equally 
well to almost every line of business. 
There is no time like the present to make 
use of the “tools” of time and tempera- 
ture for increasing sales of advertising 
displays. Business must go on, “weath- 
er” or not. 


Outdoor Art 


UT of the twenty-four-sheet pos- 
() ter sketch contests being con- 
ducted each year under the spon- 
sorship of various art schools and art 
departments of public schools and firms 
interested in the development of the me- 
dium is coming a greater appreciation 
of poster art and the crystalization of 
a truly American art. Those who have 
taken recognition of what has been done 
by the aspiring artists in the schools in 
contributing to these contests must be 
aware of the steady improvement that 
has been made in the conception of 
poster art applied to a useful pur- 
pose —the expression of ideas and 
thoughts in pictures in such simplicity 
that they convey messages in a flash, 
while retaining all that is commendable 
in art itself. 
On the whole, these poster art contests 
are building an increased acceptability 
and appreciation of art as a medium of 


expression and interpretation and of its 
place in commercial as well as intel- 
lectual life. Out of them also will come 
many of the leading poster artists of the 
future, trained to apply fresh concep- 
tions and improved techniques to poster 
art. As a result, poster art in the future 
will rise to heights that would have been 
quite beyond the conception of most 
poster artists who applied their talents 
a half-century ago, when organized ef- 
fort to develop, improve, and standard- 
ize outdoor poster advertising had its 
beginning. 

Aspiring poster artists, advertisers, 
the public, and outdoor advertising in- 
terests are all benefiting from the im- 
proved, modern opportunities for the 
study and expression of poster art as 
compared to the rare opportunities that 
formerly existed. Youth, encouraged 
and tutored by the advanced artists of 
today, will bring great benefits to Amer- 
ican cultural and business life in the 
future. 


Display-Card Art 
Ai pore who have branded ‘‘show- 


card writing’ as a dying art should 

give attention to excellent examples 
of display cards being shown in SIGNS 
of the Times. 

Display-card art is not dying; it is 
only the pristine conceptions of the art 
that are dead or dying. If there is any- 
one who thinks that display cards are not 
a basic part of modern merchandising, 
let him study the window displays of 
any major chain store. It is true that 
cards have largely gone beyond simple 
conceptions and have taken on many em- 
bellishments, and incorporate the use of 
a wide range of materials, but basically 
they are still display cards, and they are 
doing the basic job of selling merchan- 
dise. 

Favorable impressions are not made 
with cards out of key with the merchan- 
dise being displayed, so the modern card 
artist is called upon to make his crea- 
tions register in terms of good merchan- 
dising. Those who can deliver what it 
takes, and make their services known to 
those who are logical prospects for such 
services are finding increasing markets 
for their productions. : 

Yes, the market for display cards is 
anything but dead. Merchants who have 
need of them have seen to that. They 
will continue to use more and _ better 
display cards, and the artists who are 
capable of fulfilling the demands of the 
market are going to benefit accordingly. 
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PaintGrip's ability to take and hold paint is clearly demonstrated by this 
Georgia display. After eight months exposure, the paint was "good as new." 


Scores of testimonials from satisfied 
users are the best recommendations 
galvanized Armco Painterip sheets 
have to offer. Consider this recent let- 
ter from a prominent Georgia con- 
tractor*: 

"We made up three 10 x 30-foot 
highway displays with our first trial 
order of Paintcrip sheets. After the 
paint on them had faced the weather 
for eight months it still looked prac- 
tically as good as the day it was ap- 
plied. We now are thoroughly sold on 
Painterip, and heartily recommend its 
use to all outdoor plants." 

This contractor's experience is typi- 
cal. Many other sign makers are learn- 


ing from actual use that Armco Paint- 
GRIP sheets not only take paint imme- 
diately, but preserve it as well. This 
way shop costs are cut and signs stay 
fresh and new-looking. 

One trial will convince you that you 
can make money and add to your rep- 
utation by using Painterip sheets for 
all painted work. You'll also be glad to 
know that Painterip costs on the aver- 
age only a half-cent per square foot 
more than ordinary galvanized sheets. 
Order your supply from the nearby 
Armco Distributor, or write us direct. 
The American Rolling Mill Company, 
1631 Curtis Street, Middletown, Ohio. 
*Letter on file. 


+ 
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You'll find a lot of valuable information on 
sign metals in this big new illustrated book- 
let. Write for your copy today! It's free! 


Galvanized ARMCO PAINTGRIP 
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Views in the News 


POSTER CAMPAIGNS EASY TO SELL. Poster advertising cam- 
paigns are easiest of all to sell to dealers, the Pittsburgh Plate Glass 
Company has decided after two years experience in field work. 
District dealer-sales meetings are generally held in a large hotel ball- 
room, where full-sized twenty-four-sheets are displayed and the com- 
plete sales and advertising story is told. This picture was taken 
at a recent meeting in the Rome hotel in Omaha. The poster was 
provided by the Omaha branch of General Outdoor. 


HANLEY POSTERS COMING. For three months beginning on 
June 1, the familiar, friendly, famous bulldog of Hanley’s ale will 
appear in full color to welcome the countryside of Connecticut, 
Massachusetts, and southern Maine to a cooling, invigorating drink 
of the “peerless ale, aged to perfection.” The campaign of twenty- 
four-sheet posting was designed and is being placed for The James 
Hanley Company by its advertising agency, Benjamin Eshleman 
Company, Philadelphia. 


GEME 


BIRGLEOSGER 


ae CORN EXCHANGE BANK) 
BLADES KG | 
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BALL PARKS WELL “SIGNED.” For the past twenty years, E. J. 
Byrne of Bromiley-Ross, Inc., outdoor advertising agency, New York 
City, has supervised the placing of the advertising displays seen by 
the thousands of fans in the Yankee Stadium and Polo Grounds in 
New York, and Ebbets Field, Brooklyn. They were painted this year 
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OUTDOOR UP 40 PER CENT. Standard Oil Company of Indiana, 
in boosting its advertising budget for 1940, is increasing its outdoor 
advertising about 40 per cent, Wesley I. Nunn, advertising manager, 


announced last month. Coverage will include 17,687 twenty-four- 
sheets for gasoline and motor oil in 986 cities and towns, 5,000 high- 
way approach signs for clean rest-room service, truck signs for 6,000 
Standard agents, and new credit card signs and 28-by-44 curb signs. 
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DISPLAY SOUNDS RADIO CHIMES. The Gillette clock spectacu- 
lar in Times square, New York, is now hooked up with radio so that 
it sounds the quarter-hour “bing! bong! bing!” time signals of NBC. 
Through arrangements between NBC and Douglas Leigh, Inc., who 
operates the display, an amplifier was installed in the steel frame- 
work supporting the clock, and a line was run to the display from 
the Radio City studios. The “chimes,” which really are amplified 
oscillations in radio tube circuits, were invented by J. L. Hathaway, 
NBC engineer. Here E. P. H. James, NBC advertising manager 
(left) and Douglas Leigh inspect the amplifying unit. James orig- 
inated the idea. 


by Koppers Outdoor Advertising Company, New York. This is a 
view in Yankee Stadium, showing most of the eleven displays. The 
eleventh is a big one for Gem blades. At the Polo Grounds there 
are eighteen displays, and at Ebbets Field sixteen. Displays for Gem 
blades occupy the largest spaces at all three parks. 


JUNE, 1940 


Letters 


A Good Business. 


SIGNS of the Times: For years some 
branches of the business have been consid- 
ered of seasonal nature, especially in the 
outdoor painting of walls and barns in the 
northern part of the country in the winter 
time. We have specialized in that work, and 
to fill the gap caused by inclement weather 
in January and February, when painting 
outdoors is done under adverse conditions, 
we now build exhibits for advertisers who 
usually have shows early each spring. This 
keeps our organization together and creates 
work the year round under pleasant condi- 
tions. 

Fellowship and friendly cooperation among 
workers in the company can build an enter- 
prise into a good business. The cooperative 
spirit in our organization is encouraged in 
recreational activities maintained for our 
fellow workmen. We now have radios for 
entertainment, billiard tables, and table ten- 
nis in a recreation section of our studio. The 
boys come back in the evenings and on 
Saturdays and Sundays to play here. The 
pocket billiard five-man team is unbeaten in 
local tournament play to date. 

All this causes the finest cooperative spirit 
to exist and all the men work together, each 
doing the job he is best. fitted for. This 
spirit has built our enterprise, which started 
six years ago as a one-man shop and has 
grown continuously until in March of this 
year there were forty-four men and three 
women on the pay roll.—Otto Gratzol, presi- 
dent, Otto Gratzol Signs, Inc., South Bend, 
Indiana. 


WITH EVERY ORDER 


Every shipment of LUMI-TONE 
Chemicals delivered to your shop con- 
tains the “Unseen Ingredient” .. . 
LUMI-TONE Quality. It costs you noth- 
ing extra. You can’t see it, weigh it, or 
analyze it. Yet it has a big dollar and 
cents value. 


LUMI-TONE Quality always shows 
up in your finished tubing . . . insures 
better light and more perfect colors. 


The LUMI-TONE Line of Fluo- 


rescent Chemicals consists of 


these colors 


Education the Answer. 

SIGNS of the Times: For some time, | 
have been a reader of your most excellent 
magazine and have followed its articles on 
screen process with the greatest of interest. 
I have found.that SIGNS of the Times is a 
necessary adjunct to every silk screen shop. 
From the standpoint of utility and helpful- 
ness to the subscriber, I believe that it 
should rank among the top trade journals 
of the graphic arts industry. 

There is one angle of silk screen process 
that to a great extent has been overlooked 
by many of those actively engaged in this 


@Warm White 
@Power White 
@lllumination Daylight 
@Sign Daylight 

@Sunlight White 
@No. 50 White 


There’s no mystery about the “Un- 
seen Ingredient.” It simply means that 
LUMI-TONE Fluorescent Chemicals are 
made with the finest materials—mixed 
with extra care. It means that every 
step in the manufacture is controlled 
with unsurpassed laboratory facilities 

that each color is exhaustively 


@Lavender 
@Green 
@Yellow Gold 


field. This angle is the education of ad- @Blue/Rose tested by trained lighting engineers and 
vertisers and would-be advertisers to the chemists in our own plant. 
quality, practicability, and economy of silk @Flesh 


We'd like to prove to you the 
value of the “Unseen Ingredi- 
ent” of LUMI-TONE Chemicals 
for your coating needs. Write 
today for samples and prices! 


screen process reproduction. I have talked 
to a great many people in the process busi- 
ness who have complained of the increase in 
competition during the past few years. My 
answer to this is education. There is a vast, 
untapped and virgin territory open to the 
progressive silk screen man who finds that 
increased competition has cut into the gross 
volume of his business. 

There are many concerns that require 
point-of-sale advertising in order to main- 


tain and increase sales, but they are not using 
silk screen process because they are not G EN F RAL LU Mi N ES ( 3 N A 


aware of its uses and possibilities. Many 732 FEDERAL STREET - CHICAGO, ILLINOIS 
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Sample these colors— \ = LS 
find out for yourself Yeo ssi 
about the "Unseen In- 
gredient." 


Trade-Mark LUMI-TONE reg. U. S. Pat. 
Off. Coating apparatus patented under 
U. S. Pat. No. 2,184,266. Chemicals pat- 
ented under U. S. Pat. No. 2,192,864. Other 
Pat. Pending. 


other advertisers do not use point-of-sale 
advertising material because of the high cost 
of production involved in methods other 
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‘‘More than the 
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Hyland Electrical Supply Company 
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CRESCENT 
Qual 
BOARDS 


we expected 


700 W. Jackson Blvd, Chicago, Ill. 


CHICAGO CARDBOARD COMPANY 


666 Washington Blvd. 


Tot Sale by Keading Oistrubulors-Everywheré, 


I'm USED TO COLOR AND 
HEAT, BUT CRESCENT'S NEW 
lOO SERIES HOT NEW 

COLORS AND SPEED SURFACE 


Chicago, III. 


“4 70U would be interested in knowing the publicity 


value we are obtaining from the use of one of 
your large outdoor type Taylor Thermometers. We 
had the unit installed near our entranceway, and it’s 
a focal point for the eyes of most of the passers-by 
for quite some time. Everyone seems interested in 
knowing just what the temperature is, and I know 
that the installation of the thermometer is giving 
us more than the attraction value we expected.” 

If you do business with the man on the street 
you owe it to yourself to install a Taylor Thermom- 
eter to attract his attention...garages, delicatessens, 
clothing and department stores, etc., do! Taylor 
Display Thermometers are available in a range of 
models for daytime use and neon-lighted for night 
display —from 26 inches over-all to six feet. Send 
for folder showing models, sizes, prices. Discounts 
to recognized outdoor display concerns. Taylor In- 
strument Companies, ST-11. Rochester, N. Y. 
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than screen process. To them, screen proc- 
ess is the answer. Another source of busi- 
ness that has not been sufficiently developed, 
but that could be developed, is through the 
education of national advertisers and ad- 
vertising agencies to the use of silk screen 
for spot and local advertising, test cam- 
paigns, and for introductory campaigns on 
new products. 

Many potential users of screen process are 
not aware of the rapid strides made in pro- 
ducing better work than was formerly pos- 
sible. They have been disillusioned by the 
comparatively crude work that was produced 
while silk screen process was still in an 
early stage of development. Now, however, 
that an increasing number of shops are pro- 
ducing good work and that the general 
standards of workmanship have been raised, 
it becomes much easier to dispel that errone- 
ous viewpoint. Increased knowledge and 
raised production standards have been aided 
immeasurably by the many informative and 
interesting articles that have appeared in 
SIGNS of the Times. 

The main theme of those complaining 
about the so-called “threat of competition” 
is the fact that so many new shops are con- 
tinually opening, but this is minimized to a 
certain extent by the fact that other shops, 
because of lack of experience, mismanage- 
ment, and other reasons, have been forced 
to go out of business. It can readily be 
seen that this entire argument rests on a 
basic fallacy. When consideration is given 
to the fact that there is more and more silk 
screen process being used than there ever 
was before, this becomes readily apparent. 

There is no question in my mind that we 
in the process field can, with the right sales 
and educational campaign, develop and ob- 
tain as much additional business—competi- 
tion-free business—as is being done now, 
and this without having to compete directly 
with other shops in our own field.—George 
S. Flato, The Mackay Process Company, 
New York City. 


| Thanks to Subscription. 


SIGNS of the Times: We have just com- 
pleted a nice contract, which is directly at- 
tributable to our subscription to SIGNS 
of the Times—a very beautiful sign for Her- 
bert’s drive-in restaurant at its new location 
on Ventura boulevard in Los Angeles. 

That firm is a client of Wayne D. Mc- 
Allister, the architect whose work on the 
Roberts drive-in was covered on pages 12 
and 13 of your March issue. After reading 
that article, we got in touch with McAllister 
and some very nice business, both completed 
and prospective, was the result—Hal R. 
Blair, Reflecto-National Company, Los An- 
geles. 


Sets High Standard. 

SIGNS of the Times: All of us at DeMal- 
lie Signs like your paper and the principles 
it portrays. I am glad to see it is not used 
as a guide for school children, inasmuch as 
there are sufficient papers published for that 
purpose. 

Being an instructor of lettering in Me- 
chanics Institute in Rochester, I realize the 
pupils soon become journeymen. They look 
forward to SIGNS of the Times monthly 
and like it real well. If your paper were of 
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Satety First—By Fagaly 


“Just think, darling, if it wouldn’t have been 
for this, ’'d have never met you.” 


a low calibre and catered to students, they 
would not have a high opinion of it. . It is 
better for the students to reach beyond 
themselves to higher standards—Fred A. 
Wells, DeMallie Signs, Rochester, N. Y. 


Perspective and Alphabets. 

SIGNS of the Times: I notice that E. F. 
Folger has contributed a very interesting 
article in the May issue in regard to per- 
spective, and would like to read more of 
his articles. I am always interested in the 
scientific things in painting, especially the 
laws of perspective of lines and color. I 
think Folger has something. 

I also want to congratulate Alf Becker 
on his success. One could not want any 
better reference on alphabets than a hundred 
copies of SIGNS of the Times, each with a 
complete alphabet by Alf R. Becker—and 
besides the alphabets, look what you get !— 
Dan E. Dynes, Nashville, Tenn. 


A Boon to Display Men. 

SIGNS of the Times: I have always re- 
garded SIGNS of the Times as the greatest 
magazine of its kind in the world, and a 
great boon to advanced letterers and display 
men.—Roy J. Miller, H. P. Wasson & Co., 
Indianapolis, Ind. 


Business Builder. 

SIGNS of the Times: I would like to have 
you know that SIGNS of the Times has been 
a big factor in building my outdoor adver- 
tising business to where it is today.—J. G. 
Barnhart, Barnhart’s Sign Service, Waynes- 
boro, Pa. 


SIGNS of the Times 


@ You've seen this attractive sign often. — 
It identifies the dealers and service stations of 


the American Oil Company. Thousands are in 
service today and every one is mounted on a Union 
Metal steel standard. 


There are three reasons for this preference. One, 
Union Metal standards are enginered from the ground 
up for sign service. Two, their all-steel construction in- 
sures maximum strength and life with minimum upkeep. 
Three, unlike make-shift types of mountings, these fluted 
or plain round tapered standards add to, rather than 
detract from, the attractive appearance of the sign. 


Union Metal offers a mounting for every type and 
size of sign. Write today for free illustrated catalog. — 


THE UNION METAL MANUFACTURING CO 
CANTON, OHIO 
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FOTETCH * FOTETCH 


SCREEN 
PROCESSORS! 


Now You Can Get 


FOTETCH 


from any 


COLONIAL DEALER 


FREE LITERATURE explains this 
New FOOLPROOF METHOD for 
preparing perfect photo stencils 
without using a camera. 


IN 30 MINUTES from 
COPY to SQUEEGEE 


AMAZING! 
SENSATIONAL! 
REVOLUTIONARY! 


TRIAL PACKAGE 
PROVES IT WORKS 


Sent With Complete Instructions 


1 Sheet Fotetch Film— $ | 
2 pee 2.00 

1 4-Oz. Bottle Fotetch 
DOMINOS oe ok 


He ee 15 


ORDER IT NOW 
Send Check or Money Order 


COLONIAL 


PROCESS SUPPLY CORP. 
140 West 23rd St., New York City 
Telephone—W<Atkins 9-3166 


Other Colonial Specialties—Her- 
cules Stencil Silk—Colonial Bolt- 
ing Cloth—and an All Complete 
Line of Silk Screen Supplies. 


Write for Illustrated Catalog 
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Bowling Ball Makes Perfect Strike in 


ramatic Flashin 


Of Colorful Roof Display in Hollywood 
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Nineteen “balls” of rose tubing flash on and off in rapid succession to make the strike. 
The display contains about 818 feet of tubing in six colors. 


That attribute to good electrical advertis- 
ing—dramatic flashing action—is augmented 
by size, design, and color, in a bowling dis- 
play of spectacular treatment that now 
stands atop the modern building occupied by 
Hollywood Recreation, Inc., de luxe recrea- 
tion center at 1537 North Vine street in 
Hollywood. The display, in attractively 
colorful lighting supplied by tubing of six 
different colors, is an Electrical Products 
Corporation installation. 

The two pictures of the display tell the 
story of its dramatic flashing effect, showing 
a ball traveling down the alley and making 
a perfect strike. The one view depicts the 
pins standing up and follows the action of 
the ball on the alley. The other view shows 
the ball striking the pins. 

“This is a most spectacular display,” re- 
ports George C. Greenlund of Electrical 
Products, “and one that has created a great 
deal of comment—and business for this very 
de luxe recreation parlor.” 

The display is 50 feet long and 25 feet 
wide and is mounted on a steel structure 
above the roof. It contains about 818 feet 
of tubing in gold, blue, rose, white, red, and 
marine green. The large word, “Bowling,” 
is in letters 15 feet 6 inches and 8 feet tall. 
These are channel letters lighted by a single 
line of white fluorescent tubing. The “alley” 
is of bulletin construction and outlined with 
blue tubing, and the pins, about 3 feet tall, 
are outlined with gold tubing. There are 
nineteen balls of rose tubing in the animated 
action, and the “burst” is depicted in streaks 
of red, blue and marine green tubes. “Holly- 
wood Recreation Center” and “Air Condi- 


tioned” are in 30-inch skeleton channel let- 
ters, the former in single-tube gold, and the 
latter in single-tube blue. 

The dramatic flashing action is as fol- 
lows: All letter copy on; sides of alley and 
standing pins come on; “Bowling” goes off; 
first ball comes on, followed in rapid succes- 
sion by eighteen more balls; when nine- 
teenth ball reaches head pin, pins and ball 
off; “burst” comes on, goes off, and is fol- 
lowed immediately by scattered pins on; 
“Bowling” is flashed on for three seconds, 
then off, and repeat. 


Article on Presentations 


Proves Valuable 


A few days after the appearance of the 
April SIGNS of the Times, L. Albertson, 
who handles retail sales promotion for the 
Philadelphia Electric Company in Philadel- 
phia, started to get some letters. They were 
letters from sign companies. They were 
from readers of SIGNS of the Times. They 
came from his own city of Philadelphia, 
from New York state, Missouri, South Car- 
olina, from Indiana, Ohio, New Jersey, from 
Texas, Oklahoma, from Canada, and from 
other places. After more than a month, 
they were still coming. 

The writers of those letters were sign 
salesmen and sales managers, managers and 
general managers, presidents and vice-presi- 
dents. All of them referred to one thing, 
said one thing, and asked for one thing. 
They referred to Albertson’s article, “Pres- 
entations . .. with Punch,” in the April 
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SIGNS of the Times. They said they were 
very much interested in the kind of presen- 
tation booklet Albertson used in making 
sales presentations of electrical advertising. 
They asked if he would send them sample 
copies of his booklet. Obligingly, he did. 

Readers who missed that article would do 
well to turn back to the April SIGNS 
of the Times and read it. It has proved its 
worth. It is directed to sales executives 
and salesmen who want their sketches to 
command more interest—to those who might 
like to try his idea of preparing a “custom- 
made” picture portfolio for presenting the 
sketch—and the sales story. 

This good activity on the part of the Phil- 
adelphia Electric Company caused SIGNS 
of the Times to make editorial inquiry 
among other lighting companies as to what 
they were doing in this direction. Thirty- 
five representative companies—all subscrib- 
ers to SIGNS of the Times—were accord- 
ingly selected for interrogation. The re- 
turns indicated one thing—that the lighting 
companies are shirking their job of: pro- 
moting electrical advertising. From the 
thirty-five inquiries only five replies were 
received, and of those five companies only 
two are doing commendable work. 


Signs Make Success of 
‘Radio Hospital” 


Signs have their good part in carrying 
out an interesting angle that is given to the 
servicing of “sick” radios by a radio service 
firm operated by Ernest C. Augsten in Hart- 
ford, Conn. He operates a “Radio Hospital,” 
with all the trimmings—uniforms, a crew of 
“diagnosticians, surgeons, internes and 
nurses,’ and an “ambulance” to bring in the 
“patients.” 

The idea could have never succeeded, how- 
ever, without the proper identification signs, 
and this Augsten readily admits. In addi- 
tion, he says, the entire white front of his 
building is flood-lighted at night and “it 
really creates an effect.” 

The signs bring in the “patients,” too, 
according to Augsten. 

“We are located on the main road between 
New York and Boston,” he explains, “and 
are visited by thousands of people from all 
over the United States.” 

The “hospital” is at 716 Maple avenue in 
Hartford, and the sign installation was 


The idea could have never succeeded without 
the proper identification signs. They are of 
wood letters enameled red. 
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HURLOCK BROS. COMPANY, INC. 


3436-38 MARKET STREET 
EPICS rE WORKS sree HOLE “A TRECT PHILADELPHIA 


GARDNER TRANSFORMERS 


PACIFIC COAST LEADERS 


ALL-PURPOSE NEON 
TRANSFORMERS TRANSFORMERS 
SINCE 1909 SINCE 1925 


“NEON TRANSFORMER PIONEERS” 


GARDNER ELECTRIC MFG. CO. 


EMERYVILLE — OAKLAND — CALIFORNIA 
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ARTISTS 


THE OUTSTANDING 


MATERIAL 


FOR EVERYONE 
INSIST UPON GENUINE* 
~ Lettering Quills 
S : Standard For Almost 
. . 50 Years 
OBTAINABLE IN ty 
ANY QUANTITIES AT te 
ALL RELIABLE DEALERS NSP 


*All genuine Grumbacher Lettering Quills ‘are imprinted with our name from size 5 
upward. Smaller sizes do not allow for stamping. 


M. GRUMBACHER 


Wholesale only 
BRUSHES, COLORS, AND ARTISTS’ MATERIAL 


462 West 34th Street New York, N. Y. 
Canadian Branch: 55 York Street, Toronto, Ont. 


YOU WANT 


Superior Quality 


YOU KNOW 


That in sign painting, quality starts 


with the material used 


YOU CAN 


made by Monigan & Demers of that city. 
The signs are made of wood letters enam- 
eled in colors. “Radio Hospital” is in red, 
cross is blue, and all other wording is also 
in red. 

Since this picture was taken, a luminous- 
tube sign has been installed in front. It is 
about 6 by 3% feet in size, double-faced, and 
contains the words “Radio Hospital” and 
the street address. 


Develops New Time-Teller 


An illuminated time-telling display unit 
that has little in common with display clocks 
of standard design has made its appearance 
in Akron, Ohio. The unit is a development 
of The Bellows Claude-Neon Company, and 
one of the installations, consisting of two 
units, is pictured here. It is on the building 
occupied by the Akron Beacon Journal. 

“Since this installation,’ says Herbert B. 
Link, vice-president, The Bellows Claude- 
Neon Company, Akron, “several other units 
are in process of manufacture for use by 
national advertisers where an unusual and 
spectacular effect is desired.” 

The unit consists of three groups of com- 
posite luminous-tubing numerals arranged 
and so controlled that correct time is con- 
tinuously displayed. Surrounding the nu- 
meral group in an oval-shaped border are 
sixty 10-watt lamps equipped with reflectors, 
each of which is successively illuminated for 
one second’s duration. When the sixtieth 
lamp is reached in the circuit, the control 
equipment changes to the next minute set-up, 
while the sixty border lights start another 
cycle. The numerals are 36 inches tall, con- 
sisting of double-tube 12-millimeter red 


neon. 

The Beacon Journal’s units on its building 
at Exchange and High show to two of Ak- 
ron’s most heavily traveled streets. They 
are easily legible, and their daytime value 


and will have this SUPERIOR 
QUALITY if you use SYNTALOID 
LIQUID BULLETIN COLOR 


For the Sign Men who prefer to use Bulletin Colors in 
ready-mixed form, we have prepared this line of highest 
quality Bulletin Colors. They excel in ease of application 
under all weather conditions, non-sagging, durability and 
easy brushing. | 


If you want to know more about this product why not 
write or ask for our Catalogue? 


Time is told by 3-foot numerals of double- 
a - T - tube neon. Each of sixty reflector lamps on 


he border flash kor ne d and wh : 
1031-69 N. THROOP STREET eee A. | Ge cock ty came ana, tha eanieol ocatemans 


changes tg the next minute set-up. 
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is greatly enhanced, Link states, by the 
double-tube neon and the black background. 

Control equipment is actuated by a syn- 
chronous motor that insures correct time 
even though the power supply might be mo- 
mentarily interrupted. Automatic devices 
provide constant synchronization between 
the time figures and the “second bulbs” 
around the border. The unit can also be 
operated direct from the Western Union 
time service line. 

The unit was designed by Bellows engi- 
neers in cooperation with H. Webster Crum, 
control ngineer. U. S. patents have been 
applied for to cover features of the unit and 
its control equipment. 


Factory Sign Easy to See 


When it’s “something different” you're 
after, rather than something new, revive 
some old and largely forgotten idea and 
the chances are that you'll have it. That 
is especially true in the fields of advertising 
display, in which change means progress, 
and vice versa. 

Officials of the Continental Can Company, 
it is reliably reported, had seen many fac- 


Courtesy, The American Rolling Mill Co. 
The bold, commanding name display has the 
sky—and heavy wire screen—for its back- 
ground. 


tory identification signs, but they wanted 
“something different.’ They got it—in a 
bold, commanding name display that has the 
sky—and heavy wire screen—for its back- 
ground. The idea is an old one, but the 
effect is good and the sign is easy to see. 

Letters are of painted metal, almost 6 feet 
tall. They are fastened to the screen, which 
extends across half the length of Continen- 
tal’s main building at its plant on the 
Mississippi river, just across from New 
Orleans. The sign commands a clear view 
of the city’s downtown area, as well as river 
trafic, and, silhouetted against the sky, it 
can be seen from miles away. 


Dentist Signs Regulated 


May day brought new regulations in Penn- 
sylvania, affecting the sign advertising of 
dentists. in the state. A new state law was then 
made operative, stipulating that a dentist 
may have only two signs to his name, and 
that these signs must be within certain 
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Visit oe" rms 6g 
display, Space No. 
66, at l. As De 
Convention, Hotel 
Statler, Detroit, June 
24-27, and see this 
new Hansen Tacker 
on display. 


p Slender, Streamlined TACKS! 


OW—for the first time in tack history— 
there has been devised and perfected a 
Tacker that drives Tacks! It's the Hansco 
Model T-!. It drives Hansen Tacks of a special, 
unique design. It extends the uses of tacking 
machines. Light weight. Easily portable. Hold- 


down spring permits carrying Tacker in pocket. 


Eliminates 
Danger and Waste 


The Hansco T-I drives slender, T-head, stream- 
lined Hansen Tacks—as fast as you grip. No 
dangerous tack-spitting or dropping tacks on 
floor to waste or be stepped on. Unit is self- 
contained. Holds a strip of 100 Tacks. 
ready for instant, continual use. 


Always 


Hansco Tacks can be secured in faur sizes 
— 3/16” 


to 1/2’°—as illustrated below. 


Single-Leg Tack 
Streamlined Head 


Hansco Tacks have a streamlined T-head and a 
pin-thin single leg. The head is scarcely visible 
when driven. The leg, when driven and removed, 
leaves only a small pinhole. Small leg of Tack 
gives it quick, easy penetrating power—makes 
it easy to drive—adapts it to a greater number 


of tacking jobs. 


One Model Drives 
Tacks in 4 Lengths 


With only one model—the Hansco T-1—four sizes 
of Hansen Tacks can be driven—3/16", 1/4", 
3/8: 1/2" 


of tacking jobs with one unit. 


This permits doing a wide variety 
Besides, it does 
special as well as usual tacking operations— 
extending its utility. 


Ask tor Demonstration 
or Send for Folder 


A. L. HANSEN MFG. CO. 


5039 Ravenswood Ave. 
CHICAGO, ILL. 


¢ SPAIJER 


RAISED 


beTTeRrs 


letters. 


Nothing replaces raised letters for real display value ... and 
nothing replaces our 45 years of experience in making raised 
We have a wide variety of stock designs in all desirable 
styles and sizes. 
will take care of that too. 
Spanjer can give you consistent quality plus moderate price. 


If you prefer your own designs executed, we 
Whether for interior or exterior use, 


Write for catalog. 


SPANJER BROS., Newark, N.J. “cncaco 
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for guality 


Quality — freedom from active gases 
and contaminating rare gases means 
smaller transformer capacity and lower 
production cost plus longer life at lower 
operating and maintenance costs. 
Airco Quality = More Footage per 
Transformer. 


and guantity 


Quantity — the standard Airco flask 
has always been larger than one liter. 
Its content equals or exceeds that of 
flasks generally used, guaranteeing 
full value. 

Airco Quantity (Full volume + Full 
pressure) — More Footage per Flask. 


Immediate Deliveries are Assured from 
Nearby Airco Offices and Distributors 


TESTED PURITY 


THE GUARANTEE OF GASES 


AIR REDUCTION 


General Offices: 60 East 42nd Street, New York, N.Y. 


A Simple Technique 
For Most Startling Effects 


A LMOST like waving a magic wand, any smooth 
surface becomes a beautiful pile fabric by applying 


MYERS- 
LIPMAN 


in any of 


Sign and Display buyers want what is clever or novel. 
The sign man or screen processor who suggests 


FLOCK 


its brilliant colors or pastel shades. 


Flocking shows that he is up-to-date and wide awake. 


MYERS-LIPMAN WOOL STOCK CO., Inc. 


20-26 NORTH MOORE ST. 


NEW YORK CITY 


THE INDUSTRY 


limits as to size and copy. This causes sev- 
eral thousand signs to be illegal and they 
must be changed, according to William 
Spencer of The Spencer Studios, Philadel- 
phia, who makes professional signs and who 
is close to the situation. 

A sign having two faces is considered as 
being two signs, Spencer says. Every sign 
must have the dentist’s name on it, this to 
be the same name as the one on his license. 
An extending two-faced sign must not ex- 
ceed 24 inches in length nor contain more 
than 144 square inches of area on each face, 
and no lettering can be more than 6 inches 
tall. A single-faced sign against a wall can 
be 48 inches long and contain 288 square 
inches of area. 

“While all this must be a pain in the neck 
to the dentists,’ Spencer comments, “it 
doesn’t hurt yours truly any, as we special- 
ize in this work.” 


Interest in Contests Grows 


Prizes amounting to $645 were given to 
fifty-one winners in the second poster art 
contest, sponsored by Walker & Co., for the 
students of the secondary schools of Detroit, 
on the evening of April 24, in the Detroit 
Art Institute lecture hall. Growing interest 
in this contest among the students and the 


WHEELS 
OF PROGRESS 


These designs won first awards in the three 
classifications—intermediate schools, technical 
schools, comprehensive schools. Forty-eight 
other’ prizes were awarded. 


enthusiastic cooperation of the teachers were 
evidenced by the 600 designs submitted this 
year as against only 220 last year. 

Dr. Frank Cody, superintendent of schools, 
presented the awards. In addition to the 
$75, $35, and $15 top awards for each of 
the three classes—aintermediate schools, 
comprehensive schools, and __ technical 
schools—other prizes of $5 and $10 were 
equally divided among these groups. 

Officiating judges were Mrs. Alice Gra- 
ham, president, Women’s Advertising Club 
of Detroit; Mrs. James R. Walsh, president, 
Detroit Federation of Women’s Clubs; Mrs. 
W. Beresford Palmer, vice-president, Gar- 
den Club of Michigan; C. P. Fisken, adver- 
tising manager, Chevrolet; Mark Seelen, art 
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director, Outdoor Advertising Incorporated ; 
Lee Anderson, president, Lee Anderson Ad- 
vertising Company, and Otis Shepard, art 
director, Wm. Wrigley, Jr.. Company. Be- 
sides commenting on the designs, Shepard 
illustrated salient points of design and com- 
position by an actual working demonstra- 
tion. 


Veteran Designer Honored 


When a man retires after two score years 
in the business, leaving behind a trail of 
achievements in design and selling, and be- 
sides, when he is well known in the city 
where he works—well, that has local news 
worthiness in which nearly everyone is in- 
terested. So, when Richard J. Wherry of 
Sioux City retired after forty years in busi- 
ness, his career was the subject of an in- 
teresting and friendly newspaper report in 
the Sioux City press. 

The occasion of Wherry’s retirement was 
celebrated by a farewell party given at the 
Sioux City branch of General Outdoor Ad- 
_vertising Company by employees of the com- 
pany. Wherry had been manager of the 
branch’s commercial department. Five states 
were represented in an attendance of 150 at 
the event, which was in charge of Vincent 
R. Hyland, resident manager of G. O. A., 
and Milo McIntyre. The party took place 
on April 26. : 

Wherry was lauded as being a foremost 
sign man—a designer as well as a salesman. 
He designed several displays of national 
note, such as the: Lipton display in Brook- 
lyn, which in the ‘eatly part of the century 
was recognized as the largest in the world. 
He is credited with having designed and 
sold many of the signs now along the busi- 
ness streets of Sioux City. In his early 
years, he toured on the light opera stage 
and trouped with such well-known stage 
people as Belle Livingston and Donald 
Brian of “Merry Widow” fame. 


More Than Half for Outdoor 


As outdoor advertising was increased, 
sales and net earnings also increased. 

That simple formula for better business 
was proved by none other than the Coca- 
Cola Company in its advertising in the years 
from 1932 to 1939, according to Outdoor Ad- 
vertising Incorporated. In those years, 55 
per cent of Coca-Cola’s advertising money 
was spent for outdoor advertising, and since 
1933 the company’s earnings have increased 
materially —and consistently, from year to 
year. In 1932, sales were down, but as the 
outdoor advertising appropriation was in- 
creased, sales and net earnings also in- 
creased. 


Complete Bread Campaign 


A complete bread-merchandising cam- 
paign, from  twenty-four-sheets through 
store displays and truck posters, is reported 
to be meeting with success among bakeries 
throughout the country who are selling 
“Quintuplet” bread. The campaign has been 
sold to many bakeries by Bud Fox Enter- 
prises, and all forms of display employed 
were lithographed by McCandlish Litho- 
graph Corporation, Philadelphia. 
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Pending Process 


EXPANSION SEALED 
MULTICOLOR PLASTICS 


* Five Beautiful Colors *% Three Sizes 


Plastics for Electric Signs Theatrical Displays 
Marquees House Numbers, etc. 


Not until the Expanding Sign Lense Corporation discovered the patent- 
pending process of producing gorgeous .multi-colored plastic lenses, 
thus causing the lense to expand, permanently upon the application of 
heat, has plastic in all its beauty, its luster and originality been suc- 
cessfully applied to the electric sign manufacturer's business—economi- 
cally—profitably. : 


Our Invitation To You 


If you will send to us a letter ex- 
pressing your interest in this new 
expanding processed plastic sign 
lense, we will send to you our conclu- 
sive proof demonstrator—FREE—by 
mail—No obligation. DO SO NOW! 
Necessity may force the withdrawal 
of this unequalled, unqualified offer. 


EXPANDING SIGN 
LENSE CORP. 


305 MULBERRY AVE. 
MUSCATINE, IOWA 


gina’ 
Ue ee corr: 
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WITH A MALSON 
_ PRINTING BASE 
FOR SCREEN 
PROCESSORS 


Features: 
@ Half-inch feeding guides 
@ Faster screen manipulation from any side of base 
@ Movable base for hair line registration 
@ Register lock for perfect registration 
@ Rapid adjustment for any thickness of stock 


AT YOUR LOCAL DEALER OR DIRECT 


OELWEIN SIGN WORKS, Oelwein, lowa 


Grippers that hold light or curling 
stock flat on the base while the 
screen is being raised or lowered. 
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Oh Look! SIX-YEAR-OLD “JUNIOR 


3/10 Model... Junior Model 


STANDARD 3/10 MODEL 


Comes complete ready to use with two 200 
watt trade marked lamps, 7 x 10 electrically 
copper plated transpose mirror and two four 
inch lenses. Covers 7 x 7 inches of copy 


at one time and projects from 16 x 16 up to 


bill board size, in the original & 
color of your copy. All reading 2 5 
matter from left to right .......... 
Send for Circular showing Complete 
Models and Accessories 
Other models to $100. 


The BRISCHOGRAPH Co. 


Now in Our 14th Year 
26 W. Weisheimer Road, Columbus, Ohio 


ESSILK 


73 MURRAY STREET 
NEW YORK, N. Y. 
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BRISCHOGRAPH 


NOW STANDING ON HIS OWN “FEET” 


THE JUNIOR BRISCHOGRAPH is 
for those who generally work on 28 x 44, 
and similar size posters. It will cover 
4 x 4 inches of copy at one time and 
will enlarge to 4 x 4 feet. It is an exact 
duplicate in quality of lens and con- 
struction, finish, operation, and clear- 
ness of projection as_ the 

famous 3/10. For Immediate 


TRO VOEY oe tee. 510 


ALL MODEL BRISCHOGRAPHS 


Sold on 10 Days’ Free Trial 


Money Back Guarantee 


At Your Supply Dealer or Direct 
All Shipments F.O.B. Columbus, Ohio 


CANADIAN DISTRIBUTOR: 
J. G. Fraser, Ltd. 
VANCOUVER and WINNIPEG 


KLEARPRINT 
TETCOSILK 


Good quality of stencil silk is yours for 
the asking . . . simply specify one of 
our three brands on your next order. 


KRESSILK PRODUCTS, INC. 


e 37 FRANKLIN STREET 


BUFFALO, N. Y. 


Signs and Tube Lighting 
Brighten Building 


In the words of advertising contempora- 


ries in St. Louis, bright new signs and 
luminous-tube lighting “practically engulf” 
the building occupied by the nationally- 
known Angelica Jacket Company at Fifteenth 
and Olive streets, where the company’s 
headquarters organization occupies the 
building’s five floors. 

“It was only natural that when our com- 
pany recently decided to modernize its retail 
store, some thought should be given to exte- 
rior display,” explains Edward C. Robinson, 
the company’s advertising manager, who 
supplied this description of the well-adver- 
tised building (see picture). 

Federal-Brilliant Company, St. Louis, 
made the installation, which required 775 
feet of luminous tubing serviced by twenty- 
three transformers. The sign at the corner 
of the building is a double-faced porcelain- 
enameled display 3 feet wide by 33 feet tall, 
reading “Angelica” in 30-inch letters in ruby 
red tubing. At the corner entrance of the 
retail store are two single-faced porcelain 
signs, 1 by 6 feet, stating “Retail Dept.” in 
9-inch letters of gold fluorescent tubing. 

On the Olive street side (as seen in the 
photograph) above the show windows, there 
is an 8-inch bar extending the length of the 
building, 150 feet. This bar is illuminated 
with blue fluorescent tubing. Above the bar 
are two sets of free-standing porcelain- 
enameled letters reading “Uniforms,” 3 feet 
in height and illuminated with green fluo- 
rescent tubing, and one set of letters 4 feet 
tall, reading “Angelica” in ruby red tubing. 
On the same side of the building at the top 
of the facade is another bar also illuminated 
was blue fluorescent tubing and another set 
of 4-foot ruby-red letters reading “Angel- 
ica.” 

On the Fifteenth street side is another bar 
illuminated with blue fluorescence. It ex- 
tends over two show windows and on it are 
3-foot letters, “Uniforms,” in green fluores- 
cent tubing. 

“Each of the signs has a definite pur- 
pose,” Robinson states. “The one hanging 
from the corner can be seen from four 
directions. The large signs over the display 
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windows are large enough to make an im- 
pression on the heavy traffic of Olive street. 
The sign across the facade can easily be 
seen from Market street several blocks OUR THANKS 
south, where the St. Louis municipal audi- 
torium is located, and where many thou- 


sands of people each week attend everything 
from wrestling matches to grand opera.” to the Neon Trade for your tremendous response to our announce- 


Ua! LMS TMT CL ment of Supro KAPSEAL Electrodes. 
Tubing-Embellished Ball 


Lops Building Tower || AMD BPOLOGIES 


the north on Highway 71, over the Missouri 
river, you see dominating the skyline a 


cigantic’ ball of Gate 30 tent in anes for our inability to promptly fill all demands for KAPSEAL Elec- 
ence topping a 60-foot tower on the six- trodes. Also for the unexpected delay in furnishing necessary 
story United States Cold Storage building, h ; 3 we : 
overlooleiie the tocth aide: of renter Seman ousings and connectors—which are now ready and awaiting final 
City. From all outward appearances to the approval by the Underwriters’ Laboratories. This we expect 
night traveler, this huge “ball of fire” is ] 

supported by only four upright strips of momentarily. 


green fluorescent tubing that rise from the 

roof to the base of the ball on all four 

sides. Beneath the ball are the words Rapa WO H VV O 
“Royal Crown Cola” and “Cold Storage” in RT AITING F R 
letters of luminous tubing, ranging up to 5 


feet in height. —because now a remarkable improvement gives KAPSEAL Elec- 
“While to the average motorist the effect “ i ; 

‘5 spectacular’ save CB) Bariaek Mane trodes more than TWICE their former excellent life. With produc- 

manager, Stalcup, Inc., Kansas City, who tion being stepped up, further delays will be minimized. 


made the installation, “seldom does he give a 
thought to the intricacies of the construction 
of a display of this kind. Except for the 
“Royal Crown” signs on either side of the 
tower, the tubing had to be fitted to con- 


struction. work that already had been done it I 
ded mounted on the building. Our work ran SPECIAL TRIAL OFFER on Pp R O 
over a period of three months, and much of STILL In EFFECT 


it was spent in the installation of the dis- 

play.” Send $1.00 for Ten 15 Kap- 
About one-half mile of tubing was re- pee Ae tor: Fen : ay Sibel 
: ‘ seal Electrodes and instructions. 

quired, also some 700 electrodes, 80 hous- : 

ings, 50 sheets of metal, 4,000 feet of primary Learn why they are in such 

wire, 1,000 feet of secondary wire, and 50 demand! 

transformers. 


The Revolutionary New 


er dash 
Superior men ELECTRODES 

Products Company 

127 West 17th St.. New York City (FULLY PROTECTED BY U. S. PATENTS) 


CHROME MOULDINGS 


CHANGEABLE Lary OR sci | | ANOTHER TIMELY SUGGESTION 
mae theese for Sign Shop Operators 


CHURCHES The Tourist season is here again. Roadside and curb 
service eateries, resort cafeterias and other enterprises are 
AUTO DE ALERS ready for UNEEDA Changeable Bulletins for menu prices 
and other messages. Here is a profitable line that you 
can handle with little or no investment. Write for 
Catalog ST. 


INSTITUTIONS 
HOTELS-CLUBS 


BARS - TAVERNS UNEEDA\  sérvicez 


RESTAURANTS pate: BEwWeaey, BREW Youre: City 


i  Manutact f Ch Mouldi d F — Most 
REAL ESTATE Matnlete “Stoek ol Piseiic “Laters is olf Micador” tee 
BEAUTY SHOPS 


The building tower and a big glass ball atop | ™ | 
it were attired in a dazzling dress of more ees Se CHROME FRAMES 


than one-half mile of luminous tubing. 
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Guy the 
“MIDGET ..22% 
MASTER 


Complete with adjustable operating 
arm, resilient mounting, 5-foot cord 


and plug, many other refinements 


.. fot dependable - low cost 
ANIMATION 


Into this tiny, thrifty, motor has gone 
genuine Master craftsmanship — which 
means that, despite its low cost, it is a 
rugged, powerful and LASTING motor 
that will give you POSITIVE, DEPEND- 
ABLE and TROUBLE-FREE ANIMATION. 
Many speeds and different types of 
motion offer limitless opportunities for 


LOW COST 
poll 


yf 
QUANTITIES 


OSCILLATING ROTARY 


SPECIAL SAMPLE 
MOTOR OFFER! 


Write for details—we will include 
descriptive literature and prices. 


APPLIANCE DIVISION 


tHe MASTER ELECTRIC 


COMPANY @ DAYTON, OHIO 


GEARHEAD MOTORS FROM 1/10 TO 100 H. P. 
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Animated Effects 


Of Startling and Convincing Reality Are 
Revealed in New Motion Display Mechanism 


New animating facilities whereby pulleys, 
belts, and color can be employed to produce 
startling effects are being made available 
for window and outdoor advertising displays 
by Realife Advertising Company, Chicago. 
In a thirty-minute test preview made with 
a disrobing woman display, placed in a 
store window, not one of the passing persons 
failed to wait for the entire cycle of changes 
to take place. More than 70 per cent waited 
for several cycles, according to P. H. Mac- 
Mahon, inventor of the display and president 
of the Realife company. 

In the animation adapted to this particular 
display, the gowns fall from the model in a 
downward direction exactly as a model steps 
from her clothes. As the gowns leave her 
shoulders, the lingerie begins to appear. In 
the next sequence a gown of a different 
color covers the body, leaving the head and 
shoulders in full view at all times. Actual 
dress goods were used in this test display, 
although painted color screens can be used 
in applying the animation to figures of men, 
women or children, automobiles or anything 
wherein animated color can be used to tell 
a sales story. 

Animation is achieved through a series of 
horizontal and vertical bars that may be 
placed anywhere on a sign and operated by 
sprocket and link chain drives motivated by 
a small motor. All mechanical parts are 
linked together by one standard-sized clamp, 
which permits making a complete change of 


copy with one size of wrench within a few 
hours. As none of the speeds exceeds 200 
r. p. m., oiling is eliminated through the use 
of greaseless bronze bushings. 

MacMahon reports that the mechanism is 
to be made available to advertisers through 
sign and outdoor advertising companies. 


Golden Gate Exhibitors 


Following is a partial list of exhibitors 
at the Golden Gate International Exposition 
of 1940, San Francisco, which opened on 
May 25: 

American Express Company, American 
National Red Cross, Santa Fe Railroad, 
Bank of America, Boy Scouts of America, 
California Association of Ice Industries, 
California Heart Association, Christian 
Business Men’s Committee of San Francisco 
Bay Region, Christian Science Activities, 
Crane Company, Crown Zellerbach Corpo- 
ration, Denver & Rio Grande Western Rail- 
road, Doane Motor Truck Company, The 
Dow Chemical Company, General Electric 
Company, General Motors Corporation, 
Golden Gate Petroleum Exhibitors, The 
Gray Line, The Grolier Society, Hills Bros. 
Coffee, Father Hubbard’s Arctic Expedition, 
International Business Machines Corpora- 
tion, Island Service Company, Leslie Salt 
Company, Levi Strauss & Co. Liberty 
Orchards Company, Ely Lilly & Co., Little 
Church in Wildwood, Marchant Plumbing 
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Supply Company, The Merrill Company, 
Metropolitan Life Insurance Company Mys- 
toplane Company, National Biscuit Com- 
pany, National Cash Register Company, 
Neptune Meter Company, Pacific Gas & 
Electric Company, Pacific Greyhound Lines, 
Pacific Tel. & Tel., Palace Travel Coach 
Corporation, The Paraffine Companies, 
Pennsylvania Railroad, Railway Express 
Agency, Refreshment, Inc. (Coca-Cola), 
Rheem Manufacturing Company, Schlage 
Lock Company, See’s Candy Shops, Singer 
Sewing Machine Company, Southern Pa- 
acific Company, Spiritual Assembly of Bahai 
of San Francisco, S. Springer, Sunnyvale 
Packing Company, Union Pacific Railroad, 
Utah Woolen Mills, West Disinfecting Com- 
pany, Western Pacific Railroad, Western 
Union. 


Action Enhances Fronts 


One good store-front display job in ani- 
mation deserves another, according to what 
happened in Los Angeles when a jewelry 
company had Electrical Products Corpora- 
tion incorporate animation in a luminous- 
tubing store-front display. 

About a year ago, McKay’s, a jewelry 
store on Broadway, asked, “Can you ani- 
mate a diamond ring?’ The answer was, 
“Yes.” The result: A luminous-tube dia- 
mond ring, 8 feet in diameter, with an ani- 
mated scene of Niagara falls in the center 
being admired by a romantic bride and 
groom in plastic. This display was unique. 


Graduate 


INTO THE 
BETTER BUSINESS CLASS 


with screen process work of un- The line includes a_ specific material for 


mice tillirrillin ompiatorealletar 7a 250%) approachable excellence, of finer detail, ver", EUROS. Dead under the squeegee 
many compliments on its effectiveness. more brilliant in light-fast colors, work that without clogging or showing oil rings, as- 
McKay’s business expanded. <A _ second commands a better price. sure Scecioeeess aptede; any qctckly to a. 
smooth, uniform surface. It’s the most eco- 
store, also on Broadway, was opened. An- reply fet Yaya pena tere Ae 
Use DOLFINITE eee 


other combination of tubing and animation Sen beuydacine or write Denaien te ue 


was requested for the store-front display— SCREEN PROCESS PAINTS pour pr ee ig for free sample, color 


another display to feature Niagara Falls. 

I king thi cond display, Electrical 
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frame idea, with the figures as part of the TOULUeED Oo ; OH Io , a a 


painting (see picture). The solitaire and as ee et eee ee oe ee ‘ 
. . a ake ue Prin up- ectric ue Print Co., 312 Jos. E. Podgor Co., Inc., 
other diamonds on the ring, as well as those ply Co., Suite 232, Judge Minnesota St.,_ St. Paul, 612 Market St.. Philadel. 


on the bracelet, were made to scintillate, phi. Sagi tle ap Cry Mees Minn. Pp pcs Pa. 
1: . : : amble udwig Paint Co Bert L. Dail Inc., 126 E. damsaw-Johnson Paint 
while the falling action of Niagara and the Inc., 901 Hennepin Ave. Third’ St., Seva, Ohio. Cox:.2th St. at 4th Ave. 
. Arthur F. Hoe edie) Co.. 525 Prairie State Products Co., Rockford, Ill. 
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City Blueprint Co., 524 4th Fellowcrafters, 64 Stanhope Mia en 


St.) N: Canton, Ohio. St., Boston, Mass. E. Harris Co. of Toronto, 
Abeles- Lewit Co., Inc. -+ 161 W. Becker Sign Supply Co., 314 N. Ltd., 73 King St., East, 
64th St., New York City. Eutaw St., Baltimore, Md. Toronto, Canada. 


BE THE JUDGE... 


A TRIAL ORDER WILL POSITIVELY CONVINCE YOU 
THAT, WITH YOUR SKILL. AND CRAFTSMANSHIP, 
SMITHIAN QUALITY-VALUE MODERN SUPPLIES WILL 
DEVELOP MORE BUSINESS FOR YOU, BECAUSE 


Rr 


USE OUR YOU CAN PRESENT YOUR IDEAS EFFECTIVELY. 
COMPLETE 
pate th Se "ESTABLISHED OVER 25 YEARS" 


One good store-front display brought another 633 SMITHFIELD Q rp 4 Mm [ T Li ¢ @) 
when McKay’s opened a second store in Los st & a PITTSBURGH 
Angeles. An animated scene of falling Niagara SIGN AND DISPLAY MATERIALS PA. 


is in the ring. 


SIGNS of the Times 67 


The Hazards of the Sea Do Not Affect the Supply of 


“A-G-B” STENCIL SILK 


AMERICAN MADE FOR AMERICAN TRADE! 


Processors are assured of a constant supply of top quality screen silks, 
organdies and bolting cloths because for the past several years the 
Bedin Mills have been developing and producing stencil fabric that 
meets every requirement of the industry. 


® 
6XX TO 16XX IN 40", 50° AND 58" WIDTHS 
STENCIL SILK ORGANDY IN 48” 


If Your Dealer Cannot Supply You 
Write Us Giving Dealer's Name. 


ALBERT GODDE BEDIN, Inc. 


Manufacturers of Stencil Silk and Bolting Cloth 
244 Madison Ave., New York, N. Y. LExington 2-3123 


Mills: DEPEW, N. Y. ANDOVER, N. Y. IBERVILLE, QUE. 


BRANCHES 
Los Angeles, Calif. Chicago, Ill. San Francisco, Calif. Montreal, Can. 
813-819 Santee St. 300 W. Ad 


ams St. 49 Fourth St. 1470 Peel St. 
TRinity 0513 CEntral 3841 DOuglas 6768 Plateau 9771 


Samples Sent on Request 


Toronto, Can. 
64 Wellington St., W. 
Elgin 3062 


° ru 
Onding with mod 


See Your Dealer or Write Direct to 


HASTINGS & COMPANY 


819 FILBERT STREET, PHILADELPHIA 


Branches: 


1332 W. Grand Avenue, Chicago 
W. H. KEMP CO., 350 HUDSON ST., NEW YORK 


twinkling of the stars appear realistically in 
motion and changing color. Econolite Cor- 
poration did the art work and animation. 
“This experience,’ comments C. H. Chase, 
vice-president of Econolite, “suggests how 
sign companies might be able to increase 
their business by combining animation with 
luminous tubing in their store-front work. 
Mr. Warner of McKay’s gave us the idea. 
He didn’t want to ‘get away from neon, 
but he wanted something different that would 
make his stores stand out from the rest.” 


Gin Display Shows Dog Att 


Dogs, with their wide human appeal, are 
featured with Fleischmann’s gin products in 
an attractive lithographed window display 
assembly recently released for display in 
dealer windows where permitted. The dog 
pictures—of a husky, a collie, a cocker—are 
paintings by Edwin Megargee. 

Built around a huge husky, in an Arctic 
setting, which ties in with the coolness of 
summer drinks, the displays are making 
sales for “America’s oldest and finest gin,” 
according to J. M. Mathes, Inc., New York, 
advertising agency for Fleischmann. 

The display is in three panels. The mid- 
dle panel features the husky, and is fitted 
with an attractive tray in front, on which 
are many suggestions for  hot-weather 
drinks made with gin. Even the glasses on 
the tray carry out the dog motif, being 
adorned with pictures of Fleischmann pups. 
By lifting the illustration of the husky from 
its easel, the framed picture becomes a wall 
decoration with no advertising on it. 

Two side panels, one showing a collie and 
the other a cocker spaniel, complete the 
decoration. These are separate and can be 
used effectively in windows too small to 
accommodate the entire display. 

Supplied with the display is a small card 
for placement in front of it. The card reads: 
“Information Inside—on how to obtain full- 
color reproductions, size 11% by 8, of these 
Edwin Megargee paintings of pedigreed 
dogs, suitable for framing.” 

The display ties in with the company’s 
extensive newspaper and magazine cam- 
paign, as the same dogs are used for illus- 
trations in the advertisements. 


The dog pictures—of a husky, a collie, a 
cocker—are paintings by Edwin Megargee. 
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Add Posting as Dealer Aids 


Following up the intensive newspaper 
campaign designed to make “more dollars 
for dealers,” running in most New York and 
New Jersey dailies and in many home-town 
papers in New England, Feigenspan’s hard- 
hitting advertising department announced 
the posting last month of hundreds of 
twenty-four-sheets featuring the appeal of 
“A Natural—Feigenspan P. O. N. Light 
Beer.” To enable Feigenspan dealers to take 
full advantage of this sales-boosting cam- 
paign, the company is offering an elaborate 
window trim, interior cards, shelf strips, 
and bottle tops, tying in with the poster 
theme. 

The poster is dominated by a head-and- 
shoulders picture of a smiling, wholesome 
girl, whose natural blond hair and simplic- 
ity combine to suggest the “natural good- 
ness” of Feigenspan products. 

Future plans call for changes in the pos- 
ters in keeping with the various trends and 
seasons of the year, with powerful “tie-in” 
dealer display material to be made available 
simultaneously. E. T. Howard Company, 
New York, is Feigenspan’s advertising 
agency. 


Mare Friends for Outdoor 


Mark Seelen, art director of Outdoor Ad- 
vertising Incorporated, New York, recently 
won more than three score and ten lady 
friends for outdoor advertising when he led 
seventy-four members of The Women’s Club 
of Orange, N. J., on a personally conducted 
tour of O. A. I.’s art department. He de- 
scribed steps in preparing poster designs, 
from original idea and sketch to finished art, 
and on display were examples of poster art 
by well-known artists such as McClelland 
Barclay, Howard Scott, Frederic Stanley, 
Fred Mizen, Albert Staehle, Hayden Hay- 
den, and others. The “tour” was organized 
at the suggestion of Mrs. Barling, wife of 
FE. H. Barling, sales manager, United Adver- 
tising Corporation, Newark. 


Forms ... For Profit 


SIGNS of the Times still offers to its 
readers, free for the asking—another 
SIGNS of the Times service—sampies of 
five forms, described in the December 
and April issues, as follows: 

1. Commercial sign order form. 

2. Cost record form. 

3. Bulletin rental contract form. 

4. Permit for wall display. 

5. Maintenance agreement form. 
These samples are for use as guides to 
be turned over to local printers. 
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3° CAM SILVER CONTACT TYPE 
for dependability and flexibility. 


_ ELECTRIC COMPANY 


Makers of Reco Brush Type Flashers, Silver Contact and Thermostatic Flashers, Neonimaters, Color Hoods, etc. 


J‘ CAN BE SPECTACULAR 
WHEN YOU USE .. . 


FLASHERS 


eSemi-spectaculars are 
proving more effective, easier to 
sell, every day. Reco Flashers per- 
mit odd effects, high in attention 
value, low in cost, by combining 
flashing tubes and lamps with 
painted surfaces. Reco stands 


Reco flashers can be used again 
and again. Interchangeable parts 
cost only a few cents for new ef- 
fects, new displays. Consult Reco 
experts first—when planning your 
next displays. Send for Flasher 
Bulletin. 


RE COLOR HOODS 


BRILLIANT—ECONOMICAL 


Supplied in six standard colors. 
They outlast the sign—can be 
used over and over. Save money 
on brilliant sparkling color—use 
Reco Hoods. For all lamp sizes. 


Write for Bulletin 


> uC ©. OD 


Main Office & Factory: 2620 W. Congress St., Chicago, Ill. 


Eastern Sales Office: 256 W. 31st St.. New York, N. Y. 


Here is the answer to better, safer, trouble-free neon sign 
housing performance—-Housings by Porcelain Products, Inc. 
Every housing given prolonged 18,000 volt electrical test at the 
factory before shipping, therefore puncture-proof at operating 
voltage. THIS IS THE BEST GUARANTEE KNOWN FOR 
TROUBLE-FREE SERVICE! 


All current carrying parts are made of special alloys which are 
rust-proof and corrosion-proof. Large open cutout sides pro- 
vides effective drainage and cooling and easy escape for in- 
sects. Exclusive design features guarantee the contact spring 
will not slip out of position. 


Sign Housings by Porcelain Products, Inc., are good-will 
builders and profit makers. Specify them on your next order. 


PORCELAIN PRODUCTS, INC., FINDLAY, 0. 
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WILLEMITE ANNOUNCES A 


1/ 3 Price Cut 


WILLEMITE GREEN MIX 
NOW $600 Per 500 cc. 


15 Other Colors are Proportionately Lower 
* 


USE WILLEMITE MIX on every Fluor- 
escent tube job for extra brilliance, 
fine color and exceptionally long life. 


FREE! WILLEMITE MIX GAUGE with 
your first order. 


ASK YOUR JOBBER OR WRITE — 


WILLEMITE PRODUCTS CORPORATION 


2020 W. WALNUT ST. MILWAUKEE, WISCONSIN 


W. A. BARROWS PORCELAIN ENAMEL CO. 


9209 Langdon Road & Penn. R. R. ® Cincinnati, Ohio 


with Porcelain 
( inlay in color ) 


MORE READERS 


are finding it to their best advantage to have their name on the subscription list of 
SIGNS OF THE TIMES, which assures them of having their own individual copy of 
every issue delivered to their address regularly and promptly every month as soon as 
each new issue comes from the press. 


USE THE COUPON NOW 


SIGNS OF THE TIMES, Cincinnati, Ohio. 
I enclose $3.00 for which send me SIGNS OF THE TIMES each month for one year, 
beginning with the next issue. ($3.00 in United States and Canada; $4.00 foreign.) 


Walker’s Electric Division 
Makes Sales Plans 


Good fellowship and surprises balanced 
with serious sales planning for the year 
1940 marked the recent annual sales dinner 
of the electric display division of Walker & 
Co., Detroit, which proved to be the most 
successful affair of its kind in the history of 
that division. 

Following the dinner, J. M. Jones, sales 
manager of the local division, reviewed sales 
activities during 1939, pointing to the fact 
that the local sales staff had written 30 per 


Entertainment and serious sales planning for 
1940 shared interest at the Walker & Co. 


electric division’s sales dinner. 


cent more business in 1939 than in 1938. B. 
C. Wilson, sales manager of the national 
division, said that business written by his 
department in 1939 showed an increase of 
approximately 40 per cent over 1938. 

After the reviews of 1939 business, the 
meeting was turned over to J. E. Clark, the 
company’s promotion manager, who _ pro- 
ceeded to put various individuals in a large 
dog-house. Each salesman was given a 
script to read over a microphone in the dog- 
house, pleading release based on his own 
individual accomplishments during 1939. 
Personal items and comedy continuity were 
written into each of the scripts, and this 
part of the program was both amusing and 
revealing. 

In announcing plans for 1940, Jones pre- 
sented a new promotion booklet and outlined 
a series of additional promotional items to 
be completed over the rest of the year as 
sales aids. He also revealed a bonus plan 
instituted to develop rental business during 
1940. 

C. D. Blessed, president, in commenting on 
the company’s operations during 1939 in the 
electric display division, pointed out many 
ways whereby closer cooperation between 
the sales departments and the operating de- 
partment of the company would be more 
beneficial to the company as a whole and to 
each .individual employee. 

Those present (see picture) were, reading 
from left on outside of table: F. Reschke, 
maintenance foreman; R. T. Hubbard, Flint 
branch; R. Taylor, erection foreman; L. C. 
Van Boven, local sales; C. Nolta, sheet 
metal foreman; E. D. Lamdin, assistant na- 
tional sales manager; G. V. Brandt, vice- 
president, Grand Rapids; J. E. Clark, pro- 
motion manager; C. D. Blessed, president; 
J. M. Jones, local sales manager; E. P. 
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Bayne, treasurer; B. C. Wilson, national 
sales manager; L. A, Kremer, secretary; W. 
F. Lebzelter, superintendent; J. D. Buck, 
Flint branch; H. Campeau, electrical fore- 
man; J. W. Howell, local sales; E. D. Lee, 
Saginaw branch; J. J. Kern, national sales. 

Reading from left to right on the inside 
of the table: H. C. Macdonald, Jr., local 
sales; S. Kromer, tubing engineer; J. S. 
Granger, local sales; L. W. Arnold, art di- 
rector; W. E. Horstman, local sales; H. W. 
Pulfer, assistant superintendent; H. K. 
Smith, local sales; H. White, paint foreman; 
A. T. Swope, local sales; K. E. Palmer, or- 
der department; F. Stokes, Grand Rapids 
branch; J. Alster, glass foreman. Not in 
picture: W. R. Hoskins, sales manager, 
outdoor advertising division; T. F. Wolcott, 
vice-president at Flint; E. D. Bolton, engi- 
neer; R. G. Mack, credit manager. 


Clocks Now Dominate 
Gillette Spectacular 


Emblazoning the sky atop the mammoth 
factory of the Gillette Safety Razor Com- 
pany in Boston are three remodeled spec- 
tacular units recently completed by C. I. 
Brink, Inc., whose plant is within the 
shadow of the famous razor company’s 
buildings. The original structure, com- 
pleted in 1926 and mounted with lamps, was 
a well-known land-mark to. pedestrians, 
train passengers, motorists, and airplane 
travelers approaching the city from all 
points. Bowing to the march of progress, it 


The installation, by C. I. Brink, Inc., is atop 
the mammoth factory of the Gillette Safety 
Razor Company in Boston. 


is now dressed with new copy and domi- 
nated with three huge clocks that present 
the correct time to the fraction of a second. 

Three signs comprise the group. The main 
one, 60 feet by 51 feet, facing west, is said 
by the Brink company to be the largest il- 
luminated clock sign in New England. The 
side ones, each 41 feet 6 inches by 27 feet 
6 inches, faces north and south. This rep- 
resents an area of 5,340 square feet. 

The Gillette buildings are eight stories in 
height and these signs rearing above the 
roofs can be seen for miles in all directions. 
Vision tests have proven that “Gillette” on 
the main sign can be read from a distance 
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At No Extra Cost 


If you have an eye for 
quality, you'll quickly see 
the difference between 
ordinary Corrugated and 
Corrodek. For Corrodek 
has a truly beautiful sur- 
face — bright, clear colors 
— perfect corrugations — 
free from disfiguring “fing- 
er markings”. Corrugations 
have extra rigidity — an- 
chored to the heavy backing 
sheet with a special adhesive. 


Most important, you pay no 
extra for this better Corru- 
gated. It comes in Standard 
rolls (100 sq. ft.), Economy 
rolls, (400 sq. ft.) and Jumbo 
rolls of 1000 sq. ft.— enables 
you to buy conveniently for 
your exact needs. Supplied in 18 
brilliant colors and a clear white. 


SHERMAN PAPER PRODUCTS 


CORPORATION 


NEWTON UPPER FALLS, MASS. 


See the newest in Fall and Christmas Display Materials— 
Sherman Exhibit, Booths 59 and 60, I. A. D. M. Convention. 


Send today for color swatch, sam- 
ples, and prices. Write Dept. ST-6. 


Get Set NOW for 
ELECTION SIGNS 


You’ll get your own “plurality” in elec- 
tion sign business ... if you sell candi- 
dates on signs made with Columbus Sign 
Oil Cloth. Because Columbus gives ‘em 
colorful, clean-cut signs that are strong 
and durable—real quality. You'll like 
the ready-made colored backgrounds 
with their smooth, easy-working, 
wrinkle-free surfaces. Save you time, 
save you money. Send for free 
sample book today. 


Columbus Coated Fabrics 


Corporation 
Dept. S-60 .- Columbus, Ohio 
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Cut Down Serice Calls 


RESULTING FROM 
CABLE TROUBLE 


Install 
OKOLITE 


e Your insurance 
of trouble-free 
performance... 
OKO-LITE high- 
voltage compound 
insulation. 


HYDE Locktite 
TUBE SUPPORTS 


Exhaustive competitive tests have estab- 
lished this remarkable cable as the 
highest quality cable on the market. 
OKOLITE is especially recommended 
for use in conduit, where it is unequalled. 


CHECK THESE GUARANTEED FEATURES: 
1. Resistance to Corona discharge. 
2. Greater Moisture resistance. 
3. Greater Heat resistance. 
4. Greater current carrying capacity. 
5. Higher break-down voltages. 
6. More stable electrical characteristics. 
7. Longer life. 
8. Lower specific inductive capacity. 


PRICES PER 100 FT.—GTO-5, $3.70; 
GTO-10, $4.30; GTO-15, $5.50. F.O.B. 
destination in 1000-ft. lengths. 


Write for free sample and our big cata- 
log of NEON-SHOWCARD — SIGN- 
WRITING and SILK SCREEN SUPPLIES. 


Distributors: Ask about our special prop- 
osition, Address Dept. C. 


neon SPECIALTY CORPORATION 


1140-42 VENICE BLVD. LOS ANGELES. CALIF. 


Three Color Effects From Two Colors 
With Automatic Model 1005 


COLOR-CHANGE FLASHER 


When used with lights of two colors, this unit flashes 
first one color, then the other, then both together 
so that a third color effect is produced. 


) LOAD ® HO ob] 


With different sets of rakers this unit will also pro- 
vide Alternating, On-And-Off, and Speller action. 


Write for Information and Discounts 


AUTOMATIC ELECTRIC MFG. CO., MANKATO, MINN. 


Check these features for VALUE! Ca- 
pacity, 5 tons. Length of stroke, 14”. 
Stroke adjustment, 1%"... Die space, 
stroke down, adjustment up, 4’. Depth 
of throat, 12’. Complete with motor. 
Guaranteed. Standardized construction. 
Punch and die service available. 
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HEAVY-DUTY. 
MOTOR-DRIVEN 


PUNCH 


WHITNEY METAL TOOL CO. 


Powerful e Accurate e Durable 


Box-section frame of welded steel 
plates. Welded angle iron base. Ac- 
curately machined. Adjustable wear 
gibs. Bronze bearings on all rotating 
parts. Please write for new circular 
and complete information. 


e 96 FORBES ST., ROCKFORD, ILL. 


Manufactured by the OKONITE Company 


of more than a mile. The letter “G” is 18 
feet tall with the other letters in the name 
ranging from 10 feet 7 inches to 16 feet. 

The clocks are among the largest made 
in the U. S. A., that on the large display 
being 24 feet in diameter and each of the 
others 17 feet 6 inches. 

Weight of the minute hand on the big 
clock is 600 pounds, hour hand 300 pounds. 
The steel structure weighs 69,626 pounds. 
Two thousand feet of tubing and 10,000 feet 
of wiring were required. Light output is 
33,500 lumens. 


Two Hotpoint Cooperatives 


Two appealing twenty-four-sheets for 


| “Hotpoint” appliances are appearing this 


spring as part of Edison General Electric 
Appliance Company’s advertising. Both are 
filled with brilliant color, and have spaces 
for the imprints of local dealers in towns 
and cities where they are used. They are 


Heart Of The Modern Kitchen ! 


& 


ELECTRIC RANGE 
Be fs Measured Heat 


Imprinted posters are offered free to dealers 
by Edison General Electric Appliance Com- 
pany, Chicago. 


offered free to dealers, including imprint, 
by the company’s Chicago headquarters. 

The electric range poster attracts men 
and women alike to the pride and joy shown 
by the bride in her ownership of such a 
range. The water heater poster is designed 
to stop all grown-up “boys” and “girls” who 
have or hope to have a youngster—and dog 
—such as portrayed in the human-interest 
bathing scene. 


Reaches Scrap-Pile Owners 


Soaring prices on scrap iron due to re- 
newed activity in the war material field have 
opened wide the market for'scrap iron deal- 
ers and present a greater need in this classi- 
fication for advertising to corral the nation’s 
scrap piles. In most localities, this is a 
“market” easily reached by outdoor adver- 
tising. 

Interested in the scrap iron piles in the 
farm yards of Minnesota, the General 


ANYTHING NEW? 


If it’s new, it’s news for SIGNS of the 
Times—a new contract, a new firm, a 
new installation, a new product, a new 
department, a new change in personnel. 


Anything NEW? 
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With serap iron at a premium, outdoor adver- 
tising helps farmers convert their dormant 
scrap piles into cash. 


Metal & Iron Company of Minneapolis is out- 
door-advertising its appeal with a highway 
display from General Outdoor Advertising 
Company. Starting with one unit, later to 
build up to five, this concern is out to get 
the attention of farmers who have the means 
of getting their old metal to market. 


Publishes Booklet 


Evidently basing its effort on the theory 
that “to sell, you must tell,” Hessler, Inc., of 
Wilmington, Del., has published an _ illus- 
trated sixteen-page booklet promotional of 
the Wilmington market, of outdoor adver- 
tising, and of the Hessler company and its 
services. The booklet is almost 8% by 11 
inches in size, and is printed in two colors 
by offset lithography. On its cover is a big 
aerial photograph of Wilmington, a city that 
“leads the nation in per capita retail sales.” 
Facts to support that claim to leadership are 
presented in the booklet, supplemented by 
figures about the outdoor advertising circu- 
lation and costs. These prove that as the 
city has grown, the cost of outdoor advertis- 
ing in it has dropped in proportion. 


Uses Posting in Wisconsin 


“Dixie” oils and gasoline have not been 
poster-advertised for many years, but this 
year, as a result of a sale made by Charles 
Hinkson of Cream City Outdoor Advertising 
Company, Milwaukee, interesting and effec- 
tive twenty-four-sheets are being displayed 
on Cream City’s panels in Milwaukee, and 
in practically every other major market in 
Wisconsin, in addition to highway towns. 
The picture is of the design posted last 
month. 


(\ COS musr BE THAT Kew 


This poster appeared in Wisconsin last month 
for “Dixie” gasoline, another (see page 11) 
newly outdoor-advertised product. 
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Soldiers 
Field 
Stadium, 
CHICAGO 


WAGNER 
RAILOCK 
LETTER 
INSTALLA- 
TION 


The “NEW 
BUSINESS” 


for 


Sign Men 


Wagner’s New-Ratcock. Letter 


A changeable letter that can be locked on a single stainless steel 
channel rail mounted on buildings in any manner. Available in sizes 
from 4” to 30” in many colors. Letters are locked with the turn of a key. 

Rails furnished with counter-sunk screws for mounting on face of any 
type of building. Patents pending. 


Installed at Soldiers Field in Chicago 
--IN USE BY MANY 
NATIONALLY KNOWN CONCERNS 


Also ask about Wagner's Sensational New Vacuum-Set Letters for mount- 
ing on glazed surfaces without marring or drilling the surface. 


WAGNER MULTIPLE SIZE SILHOUETTE LETTERS 
and MASTER MULTIPLE FRAMES 


are in use by most of the biggest, best-known motion picture theatres of 
the country. With these letters and frames ANY and ALL sizes of letters 
from 4” to 30” are interchangeable in the frame. 


This is an EXCLUSIVE Wagner Feature 
WAGNER SIGN SERVICE, Inc. 


218 S. Hoyne Ave., CHICAGO 123 W. 64th St. NEW YORK 
706 E. Hancock Ave., DETROIT 6 Britain St., TORONTO 


OUTSTANDING 


LUM-I-NITE 
FEATURES 


@Easily applied 

@No Holes to Punch 

@No screws, nuts or bolts 
to fasten 

@Nothing to steal or break 


@Full surface or continu- 
ous line reflection 

@ Unlimited color reflection 

eSuper Brilliant 

e@Durable and Economical 


The REFLECTING Sign Season Is Here 


‘YOUR WAY TO REAL PROFITS! 


@Now, when the good weather throughout the country has motorists 
crowding the streets and highways day and night, is the time to 
easily sell reflecting signs and bulletins. Tell customers and prospects 
about LUM-I-NITE, how it brilliantly reflects the same daytime color 
scheme at night. It’s a winner and profit maker. Write and we'll 
tell you all about it. 


rom paras’ M°DANIEL SIGN CO., tics 
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Porcelain Enameling — 


Placed on Walls of Offices Demonstrates Pos- 


sibilities of Architectural Porcelain Enamel 


Architectural porcelain enameling in its 
latest form and indirect fluorescent lighting, 
latest form of illumination, have been com- 
bined in the elaborate alterations of the 
executive and general offices of the Chicago 
Vitreous Enamel Product Company of Cic- 
ero, Ill., which are to be used as “samples” 
of working applications. Four years ago, the 
company installed about 13,000 square feet 
of porcelain enameling for walls, ceilings, 
and doors of its research and testing labora- 
tories, and the new installation, representing 
the work of Architect Roy Blass of Chicago, 
is demonstrative of the advancements made 
since that time. 

The new work incorporates the latest 
method of installing the porcelain-enameled 
panels, which provides a clean and unbroken 
surface without the use of attachment strips 
or other methods of fastening previously 
necessary. Flanges of the panels are slotted 
and hung to furring strips by means of con- 
cealed hooks. The panels are fabricated 
from 18-gauge metal, to which an insulation 
board is veneered and backed up with a 
covering sheet of light-gauge galvanized 
metal. 

In keeping with this use of the latest type 
of architectural porcelain enameling, the 
new reception lobby has indirect lighting, 
provided by fluorescent tubular lamps in 
cove reflectors. The lighting was specified 
by Architect Blass and installed by the 
Harmon Electric Company, Chicago. The 
room is an example of how the liberal use 
of architectural porcelain in combination 
with indirect fluorescent lighting can create 
an extremely pleasing effect. A single row 
of 36-inch lamps in a metal reflector was 
installed in the cove on three sides of the 


room. Flush lights (seen over entry door) 
consist of 18-inch and 24-inch tubes behind 
cast glass held in bronze frames. 

The receptionist’s compartment has a 
waist-high base finished with shining black 
porcelain and is topped with clear glass pan- 
els set in bronze. The compartment sets 
against a back wall of calfskin brown porce- 
lain enamel, which blends well with ivory 
porcelain-enameled panels on either side. 
Several ceiling-high mirrors divided by por- 
celain-enameled pilasters create an impres- 
sion of additional spaciousness. The rest of 
the wall area is in clean maple green porce- 
lain enamel. Incorporated on each of two 
walls is a mural permanently fired into the 
finish. One of these, in seven colors, car- 
ries out a research motif, and the other 
typifies the numerous porcelain-enameling 
production operations. Each wall section 
has panels fabricated to form a compound 
curve and the furniture has been fitted to the 
contour. 

While the designs of the various rooms 
are admittedly somewhat more elaborate 
than an average installation, Architect Blass 
purposely made them so in order to demon- 
strate some of the possibilities of architec- 
tural porcelain enamel, not only for interior 
use, but for store fronts and building fronts 
as well. 


Making “Gulf” Stations 


Approximately twenty porcelain-enameled 
“Gulf” service stations are being produced 
for the Gulf Oil Corporation, Pittsburgh, by 
The Erie Enameling Company of Erie, Pa. 
Most of them will be erected in the South. 
Some of the stations already have been 


In keeping with the latest in architectural porcelain enameling around its walls, the new 
reception lobby has indirect lighting provided by fluorescent tubular lamps in cove reflectors. 
Other features are porcelain-enameled murals, floor-to-ceiling mirrors, and curved walls. The 
architect was Roy Blass of Chicago. 
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erected—one in Chattanooga, and one in 
New Orleans. 

The structures are distinguished by the 
use of individual sign letters forming copy 
on the stations—‘Gulf” in embossed letters 
more than 2 feet tall, and department iden- 
tifications in smaller letters of the same 
kind. The signs were supplied by the Kolux 
Corporation of Kokomo, Ind. 


A Municipal Building 


[Continued from page 19] 
connected to the top side of each column 
and the lower section is grounded. 

On each column of light are seventeen 
wooden disks mounted over the columns at 
right angles to break the continuity of light. 
The disks vary in thickness and diameter, 
the largest at the top and the smallest at the 
bottom. Foot-candle reading in the middle 
of the lobby on the floor is 5. 

10. Counct, CHAMBER. In this room a 
combination of direct and indirect lighting 
is used. Both types of lighting are supplied 
by one fixture suspended from the ceiling 
by conduit hangers. The fixture accommo- 
dates two 24-millimeter exposed tubes and 
two 15-millimeter concealed tubes. The tub- 
ing is so connected that both direct and in- 
direct lights are either on or off. Trans- 
formers are mounted in the’ ceiling at the 
end of each run of lights. Lighting is sup- 
plied by two units of four sections, each 
section 8 feet long, and two units of five 
8-foot sections. Average foot-candle read- 
ing is 20. 

This covers only part of the installation. 
There is a canopy that contains a double- 
row of concealed soffit lighting, totaling 360 
feet of tubing serviced by six 15,000-60 
transformers. The mayor’s reception room 
is lighted by 52 feet of 15-millimeter tubing 
in coving, and the mayor’s private office is 
lighted by a suspended wooden rectangular 
fixture supplying indirect lighting from two 
58-inch 32-millimeter hot-cathode units. The 
city clerk’s office is lighted by four 5-foot 
sections of exposed single tubing, totaling 20 
feet. Office of the superintendent of public 
works contains one unit of five sections of 
double-tube exposed lighting, 50 feet. The 
police office contains one unit of three sec- 


POSITIVELY SPECIAL 


INTRODUCTORY 
BARGAIN... 
RADIANT FOR THIS ISSUE ONLY 
500cc F-65 GREEN 
AND and our amazing 
MACHINE .. easy to 
BRILLIANT assemble .. easier 
to operate .. will 
not streak tubes 
GREEN gts 
| Regular price $17.50 

if you have your 
coating machine 
COATING MIXTURE (Wllsiguiii: 
F-65 GREEN LIQUID 
ON THE MARKET FLUORESCENCE 

1000cc $13.50 

TODAY! 500cc $7.00 

fack, 250cc $4.00 
J USE THIS COUPON 

Y oaummiilia FEDERAL FLUORESCENT CO. 

ALSO? Kindly send C.O.D (J Special Introductory Combination 


THE MOST COMBINATION 
GRAVITY COATING 
OR 
FLUORESCENT 
if " ¥ REMEMBER 
ni oES 1Glbce.'S0Ged.250ec T) EGS Green; Fluorescence 


tions of double-tube exposed lighting, 30 WHITES BN ag sins abe. aes gy oe age poe SSP 
feet. Three show windows are lighted by PINKS 
tubing of 15-millimeter size. PS CS Geers cea ea a ee ae, 
GOLD = 
BO ie Mae PEE SOE GE OEE REDE BERL 
‘ ; ; 
It’s Done with Mirrors 
It is predicted by Hygrade Sylvania Cor- : »," 
poration, New York, that a center of interest Where can I get That’s Easy! From 
. its Asie sora tube exhibit at oe immediate shipment of 
une radio show will be an over-size radio i <8 4 
tube on a transparent mirror indirectly < ALL QUALITY NEON DIF; >~ 
lighted from the rear. When the light flashes EQUIPMENT and 
on, the interior construction of the tube will rry 
be brilliantly lighted. When the light is SUPPLIES? of course!!! 


off, the tube’s exterior only will be visible. 
This effect is accomplished by mounting 
the images of the interior and exterior of 
the tube on either side of a transparent 
mirror. Only the image on the side near 
the stronger light can be seen. The light 
in front reflects from the glass and shows 
only the front image, and when the more 
concentrated light from behind is on, the 
interior image comes sharply into view. 


D I E T Zz. Yes, DIETZ maintains two centrally located offices and 

: warehouses always fully and completely stocked with 

° “EVERYTHING IN NEON” from A to Z.... Thus DIETZ 
Chemical Glass Works is able to make immediate shipments! 

INCORPORATED Eliminate the possibility of delayed shipments ... place 


Fes Conect tian your next order with DIETZ and be sure of getting just 
wo entra ocations . re | 
1975 E. 65th St., Cleveland, 0. what you want when you want it! 


5339 Penn Ave., Pittsburgh, Pa. ‘°° EVERYTHING IN NEON 33 
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SIGNS of the Times ge 


YOUR SIGNS 


HAVE MORE 


When they include a 


— GLO-DIAL 
FLUSH MODEL CLOCK 


Insure easier sale and more profit—incorporate a 
clock in your next sign job. GLO-DIAL Flush 
Model Clocks are especially designed for signs... 

in sizes from 10” to 72” in diameter. And Glo-Dial’s GUARANTEED FOR 3 YEARS 

exclusive, patented illumination feature is now GLO-DIAL’S self starting, synchronous 
available in any color tubing desired, at no addi- mévement assures continued correct time— 
tional cost to you. Economical and Service Free. Guaranteed 
for 3 years on any sign, in any climate. 
Long outlasts others because GLO-DIAL 
motors take 9 years to complete the same 
revolutions and consequent wear usually 
completed in one year. Write for copy of 
our confidential Sign Manufacturers’ catalog 
—also our new price schedule for Flush 
Model Clocks (includes all specifications and 
prices — printed on heavy index stock, 
punched to fit salesman’s binder or may be 
filed in cabinet). 


GLO-DIAL CLOCK CORPORATION 


1864 W. Washington Blvd. . - Los Angeles 
Eastern ese cbiaac tues : 
GLO-DIAL CLOCK SALES COMPANY GENERAL SCIENTIFIC CORPORATION 
191 Joralemon St., Brooklyn, N. Y. Chicago, Illinois 


top Experimenting --- 


with photographic formulae—use Super-Dura—a time proven material. 
The finest line or half-tone stencil completed, ready for the squeegee 
in less than thirty minutes with Super-Dura’s improved sipirit sensitizer. 


No dark room necessary, expose with inexpensive photo flood bulbs. 


All photographic processes in one material—direct—indirect—and 
spirit sensitizer prepared sheets. 


Samples and Prices Sent Upon Request 


See your local Sherwin-Williams Graphic Arts Dealer or write direct to 


MLAYNARD [72'CH abonatoniEs 


@ We also make Stencils for the Trade .... Write for Samples and Price List 6 


LETTERING and RUSH For BULLETIN 


CUTTERS SIGN PAINTERS 


WRITE FOR 
CATALOGUE 


Favorite White Lettering Artist 


Super White Lettering Artist 


HARKRISUN KRUSH CUMPANY 


4714-4716 MARKET ST. — PHILA., PA. 
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Tahiti Tidings 
By Edgar Leeteg 

Tahiti—a haven for sentimentalists. 

Summing it all up, many thousands of 
people can be classed as rich, although it 
must be admitted that many more thousands 
are hopelessly poor, and thousands may 
reasonably expect to see their success writ- 
ten up in newspapers and magazines, but 
out of all of America’s restless millions, 
there is one smaller, lucky group barely 
numbering 100, to taste of pre-mortem para- 
dise by living here in Tahiti. 

Here, without strife, the lucky ones work 
and play among contented fellowmen, enjoy- 
ing the zest of the game, valuing the merits 
of their achievements above the money their 
accomplishments bring, content to sacrifice 
any baubles offered by an outside world, 
asking only to live, and to continue to live 
in Tahiti. 

Sign work? Say, if I had signs to do, I 
wouldn’t have time for writing poetry! 

I have been enjoying a measure of pros- 
perity through sales of my velvet posters, 
and have been “resting” by landscaping my 
yard for the plaudits of passers-by—and 
everyone in Tahiti must sooner or later pass 
my house. I am very contented these days, 
and letters from SIGNS of the Times read- 
ers add to my satisfaction, particularly one 
from James Bird of Calgary, Canada, who 
writes me that he feels “gyped” when he 
gets SIGNS of the Times and finds no 
“Tahiti Tidings” in it. 


Negotiates with C. I. O. 


Philip Morris, president of the Five-Boro 
Sign Craft Association, Inc., New York City, 
has announced that the association has con- 
cluded a working agreement with the United 
Construction Workers organizing committee 
of the C. I. O., whereby a workman may be 
assigned to any type of work, providing that 
he receives the wage scale. 

The association was originated about two 
years ago. It was incorporated late in 1938, 
and now reports a membership of fifty-three 
in good standing. A. H. Higger is vice- 
president and Ernest Rosen is acting secre- 
tary. 


1939 a Record Year 


The year 1939 set up new records in the 
history of the Underwriters’ Laboratories, 
Inc., President A. R. Small told trustees 
and members of the corporation at its an- 
nual meeting held at the main office in 
Chicago on April 11. G. E. Manning, super- 
intendent of the label service department, 
reported that manufacturers employed more 
than 427,730,000 labels in 1939, an increase 
of 36 per cent over 1938. 


Heads Publicity Committee 


Fred Beseler, vice-president and general 
manager of the B & B System, Inc., Shreve- 
port outdoor advertising firm, has been ap- 
pointed chairman of the publicity committee 
of the Shreveport Chamber of Commerce. 
The committee will endeavor to promote 
Shreveport as a commercial, industrial, rec- 
reational and fashion center through the 
proper use of publicity and advertising. 
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Inventions 


Printed copies of patents listed here are obtain- 
able at 10 cents each from the Commissioner of 
Patents, Washington, D. C. 


Design Patent 119,041. Design for a Sign. 
Patented by Charles H. Macdonald and 
Leslie Rackham, San Francisco, assignors to 
Pacific Brewing & Malting Company, San 
Jose, Calif. 

Design Patent 119,269. Design for a 
Rotary Display Stand. Patented by Emil 
Lackow and Moses Prozan, Brooklyn, N. Y. 

Design Patent 119,313. Design for a Re- 
flecting House Number Sign. Patented by 
Harold L. Van Doren and Donald E. Dailey, 
Toledo, Ohio, assignors to Western Cata- 
phote Corporation, Toledo. 

2,182,419. Means for Supporting and Il- 
luminating License Tags and Advertising 
Plates. Patented by Stephen Zomzely, 
Brooklyn, N. Y. 

2,182,441. Display Apparatus. A channel- 
and-slot sign for sliding panels, patented 
by George L. Lee, Maplewood, N. J. 

2,182,570. Display Device. Patented by 
Philip Rosenblatt, Brooklyn, N. Y., assignor 
to Biolite Incorporated, New York. 

2,183,228. System for Starting and Oper- 
ating Gaseous Discharge Devices. Patented 
by Joseph G. Sola, Oak Park, IIl., assignor 
to Sola Electric Company, Chicago. 

2,183,315. Decalcomania. Patented by 
Ferdinand W. Humphner, Oak Park, IIl., 
assignor, by mesne assignments, to Mid- 
States Gummed Paper Company. 

2,183,352. Illuminating Means for Signs 
and Showcases. Patented by Frank J. Hoke, 
Brendenwood, Ind., assignor to Holcomb & 
Hoke Manufacturing Company, Indianapolis. 

2,183,426. Display Device. Patented by 
Henry A. Hart, Bayside, N. Y. 

2,183,705. Display Device. Patented by 
Carroll R. Wooten, New York, assignor to 
Beech-Nut Packing Company, Canajoharie, 
New York. 

2,183,942. Display Sign. A multiple-panel 
changing display, patented by Benton N. 
Reamer, Jersey City, N. J. 

2,184,266. Apparatus for Coating Tubes 
with Luminescent Materials. Patented by 
Wyman D. Norgard, Davenport, Iowa, as- 
signor to General Luminescent Corporation, 
Chicago. 

2,184,274. Fluorescent Materials. Patented 
by Gorton R. Fonda, Schenectady, N. Y., 
assignor to General Electric Company. 

2,184,530. Luminescent Tube. Luminous- 
tube sign construction, patented by Harold 
D. Penney, Pelham, N. Y., and William 
Weis, Mount Vernon, N. Y. 

2,184,721. Scintillating Sign. Patented by 
Wallace G. MclIlvanie, Yakima, Wash. 

2,184,846. Bottle Display Collar. Patented 
by Lester S. Olsen, Milwaukee, assignor to 
The Olsen Publishing Company, Milwaukee. 

2,185,249. Changeable Sign. A _ roller- 
operated changeable sign, patented by C. P. 
Ferrigno, Brooklyn, N. Y. 

2,185,674. Display Sign. A gaseous illu- 
minated display sign, patented by George 
Michel, Baltimore, assignor to Smithos, Inc., 
Baltimore. 

2,185,895. Electrically Controlled Selec- 
tive Display Apparatus. This apparatus 
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Here’s a Base that can take it! 


No. 6318-B Crystal Clear can be used with LITEUP TONER COLORS 
on the basis of ten to ninety per cent Base, depending upon degree 
of transparency desired: or, with LITEUP OPAQUE COLORS, de- 
pending upon degree of hiding desired. 


Let us show this to you at the I. A. D. M. Convention, Hotel Statler, 
Detroit, Michigan. 


June 24, 25, 26, 27 


Other interesting new LITEUP developments are 
No. 5600 OPAQUE COLORS—for use on cardboard or 
paper 
No. 4491 TEXTILAC—tfor sharpness of detail and easier 


screening on Permatex, Fabricoid and Pyroxa- 
lin coated fabrics 


No. 7500—-GLOSS PROCESS LINE—for glass, metal, 
wood, paper and celluloid | 


and 


No. 18—SCREENING ADHESIVE—a successful Adhesive 
coating for Decalcomania Transfers, used by 
manufacturers everywhere 


WRITE FOR THE SAMPLES YOU WANT TODAY! 


LITEUP 


REG. U.S. PAT. OFF. 


CHICAGO BRONZE AND COLOR WKS. 


BROWN-LINDSAY DIVISION 
845 Larrabee St. Chicago 


ATTEND AD-VER-TIS-ER MEETING 


Invest in a trip to Fort Wayne. It will prove to be an investment 

on progress and future. Localized outdoor poster service, size J md E 

5% x 12’, for your local customers. National Advertisers are U 7 
now using this service. Developed since 1934 and now being 


expanded nationally. The plan is complete—sales material, ideas, 
sketches, letters, photographs, operation figures, posters, etc. 8 


Backed by an organization of 16 years’ experience in business. 

Territories exclusive. You can now sell your customers an ad- 

vertising service, giving them a change of copy every 30 days. & 
Don’t miss this meeting—It is your opportunity. 


ga | i es Vv ‘ER-TIS-ER ae National and Localized 


ee Poster Service over the 


U. S. A. 
302-4-6 S. Clinton St. Fort Wayne, Indiana 
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GOOD NEON TUBING 


Depends on 


GOOD NEON /EQUIPMENT 


The quality of work in any neon shop depends 
on the accuracy and efficiency of the Neon 
equipment. Sign shops having a reputation for 
fine workmanship use the best machinery 
available. 


You can depend upon Kahle Neon Equipment 
to turn out the finest tubing and continue doing 
so through years of service. 


Whether you need a complete outfit, or a single 
piece of equipment, or a repair job, Kahle 
Equipment and Kahle Service are your best 
assurance of satisfaction. 

THE KAHLE STANDARD INTEGRAL NEON OUTFIT 


can start producing your neon tubing inside of one 
hour after you get it. It costs only $374.00 complete. 


THE KAHLE STANDARD NEON OUTFIT gives you a 
modern high grade shop for only $299.00 complete. 
Both of these outfits produce finest quality tubing. 
Other outfits at lower and higher prices. 


And You Can Buy It On Time 


Kahle Neon Outfits and Kahle Electrode Machines 
are practical, durable, precise, dependable, fully 
guaranteed. 


All Kahle Neon Outfits are specially designed for 
fluorescent tubing. 


Easy to Operate--Easy to Learn 


ENGINEERING CORPORATION 


941-943 DE MOTT ST., NORTH BERGEN, N. J. 
Telephone PAlisade 6-6710 
WLLL LLL 
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ENITEGLOs 


REFLECTORIZE 


Your painted or enameled Signs and Bulle- 
tins the Economical Way with ““NITEGLO” 
e 


Easily applied over Paint or Baked 
Enamel by penne or Screen Process 


A ra NITEGLO ADVANTAGES— 


1. Entire Surface or any portion 
fully and uniformly Reflector- 
ized without dark spots or 
breaks. 


. Colors reflect THRU the applied 
Niteglo Super Brilliantly. 


. No bolts or nuts to fasten, noth- 
ing to be stolen. 


. Guaranteed to withstand the 
elements of weather for at least 
two years. 


- Can be applied to old or new 
Signs and Bulletins. 


Write for full particulars 


NITEGLO CO. 


506 4TH AVENUE JOLIET, ILL. 
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comprises mainly a movable carrier on 
which is mounted a series of rolled curtains. 
Means are provided for selecting in advance 
any curtain it is desired to display. Pat- 
ented by Uriah Hutchinson, New York. 

2,186,241. Swinging Sign. Patented by 
Chester W. Glasgow, Detroit, assigner of 
one-half to Margaret Esther Glasgow, and 
one-half to Arthur F. Jackson, Detroit. 

2,186,982. Sign. A non-shatterable glass 
face for a sign. Patented by Irving V. Man- 
sell, Bridgeport, Conn. 

2,187,870. Display Standard. Patented by 
James Veccia, St. Albans, N. Y., assignor to 
Kennerly Press, Inc., New York. 

2,188,185. Rug Display Apparatus. Pat- 
ented by Job Hutchinson, Great Neck, N. Y. 

2,188,294. Gaseous Tube Sign. A grid- 
lighted sign, patented by Florance S. Ga- 
noung, Olean, N. Y. 

2,188,404. Luminous Sign. Patented by 
Karl Georg Hengel, Berlin, Germany. 

2,188,437. Sign Construction. Construc- 
tion for a post-supported sign. Patented by 
Luke W. Joyce, River Rouge, Mich. 

2,188,733. Automatic Display Device. A 
roller-operated changeable-display device. 
Patented by Hugo Barta, Astoria, N. Y. 

2,188,866. Rubber Transfer or Decalco- 
mania. Patented by Alfred B. Poschel, Chi- 
cago, assignor to Meyercord Company. 

2,188,867. Synthetic Rubber Ink. Patented 
by Alfred B. Poschel, Chicago, assignor to 
Meyercord Company. 

2,190,083. Display Device. A _ foldable 
display, patented by James W. Redfield, Chi- 
cago, assignor to The Tablet & Ticket Com- 
pany, Chicago. 

2,190,114. Advertising Device. A chang- 
ing-display device, consisting of plates 
pivotally supported for movement about a 
central axis. Patented by A. H. Christensen, 
Oakland, Calif. 

2,190,210. Decalcomania and Method of 
Preparing Same. Patented by Joseph W. 
Kaber, Shaker Heights, Ohio. 

2,190,405. Decalcomania. A heat-respon- 
sive decal comprising a rosin-sized paper 
and a rosin imprint thereon. Patented by 
Ferdinand W. Humphner, Oak Park, Ill, 
assignor to Mid-States Gummed Paper Com- 
pany, Chicago. 

2,190,426. Display Sign. An_ endless- 
chain display device, patented by Job Hutch- 
inson, Great Neck, N. Y., assignor to Visual 
Merchandiser, Inc., New York. 

2,190,557. Poster Display Frame. Pat- 
ented by John W. Connell, Mountain View, 
N. J., assignor to Utility Steel Display 
Frames, Inc., New York. 

2,190,567. Display Stand. A display rack 
for holding collapsible tube. Patented by 
Albert H. Jung, Flushing, N. Y., assignor 
to Victor Metal Products Corporation, 
Brooklyn, N. Y. 

2,191,353. Illuminated Sign for Remov- 
able Letters. An illuminated sign frame for 
vertically spaced horizontal rows of indi- 
vidually removable sign letters. Patented 
by Bernard B. Poblocki, Milwaukee, Wis. 

2,191,457. Display Device. A panel dis- 
play apparatus with movable panel super- 
posed thereon. Patented by George de 
Verry, Springfield, Mass. 

2,191,701. Display Apparatus. Patanttd 
by Fred C. Wood, Winnetka, IIl., assignor 
to Montgomery Ward & Co., Inc., Chicago. 


Modernize Your Plant 


with a 


SELECTASINE 


Silk Screen 


PROCESS PRESS 


eUp t to 2,000 i iieaddanes per hr. 
eSaves 25% Paint Cost 
eReduces Labor 

eSharper Printing 

eStreamlines Your Plant 


Write for attractive terms 
and full information. 


SELECTASINE CORPORATION 
2738 W.VAN BUREN ST., CHICAGO, ILL. 


NEON 
TUBING 


NEW POWER COLORS 


Made To Your Pattern 
Union Made 


STOCK LETTERS 
ACCESSORIES & TRANSFORMERS 
No Packing Charges 


NEON SIGN MFG. CO. 


2120 Broadway 1006 West 7th St. 
Kansas City, Mo. Little Rock, Ark. 


OUTDOOR 6LOGK MOVEMENTS 
and hands for large 6’ to 12’ dials 


Set from back or front without tools 


Many other features. 


4209 South Broad St. 
W. J. BORDEN feasien. New anes 


145 to 15l 
W. 18th St. 
New York 


Write for New 
Catalogue “D” 
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Questions 
Answers 
Opaque Black for Glass. 


We are at a loss to understand why we are 
having trouble with our black mixture in painting 
valances on display windows. Can you recommend 
a mixture that is opaque and will be reasonably 
durable?—R. B. B. 


Special blacks for window work can be 
obtained from sign supply firms. These 
have unusually good covering capacity. 

Ordinarily, a good grade of drop black 
ground in japan, mixed to a heavy paste in 
quick-rubbing varnish and thinned to a 
heavy working consistency with turpentine 
should make a good opaque coat. Sometimes 
the addition of a small amount of Prussian 
blue ground in oil will improve the working 
and covering quality of-the black. 

Instead, a small amount of lamp black 
ground in oil could be added. This will 
make the paint dry more slowly but it will 
improve the covering quality, although lamp 
black has a gray cast in comparison to drop 
black. 


Removing Water Paint from Wall. 


I have a wall to paint that has been previously 
painted with a water paint. Can it be painted 
without priming or scraping? I have been using 
bulletin colors thinned with gasoline or turpentine. 
Am I using the correct mixture?—G. D. H. 


Some water-color paints make a_ good 
sealing agent and bulletin colors can be 
painted over them, but all loose particles 
must be scraped off the wall before paint- 
ing. If there is any question about whether 
the water-color coat will lift or not after 
being painted with bulletin colors, a test 
should be made on the wall before going 
ahead with the job. It might be necessary 
to scrub off the water color. If washing is 
necessary, make sure that the wall is dry 
before applying the bulletin ‘colors. 

Bulletin colors should be thinned accord- 
ing to the manufacturer’s directions. Tur- 
pentine is the usual thinner and gasoline is 
not recommended for that purpose. 


Marking Layouts on Trucks. 


In laying out work on new trucks, ordinary chalk 
doesn’t make satisfactory marks. I suppose this is 
due to the highly polished surfaces of the trucks. 
Is there any other crayon or pencil that could be 
used that would not scratch the surface and 
could be brushed off easily?—S. R. 


There are different grades of chalk. The 
softest grade is best for marking on hard sur- 
faces such as truck bodies. By wiping the 
panel with a damp chamois skin before mak- 
ing the layout it will be found that the sur- 
face will take the chalk more readily. <A 
moistened chalk tip will make clearer mark- 
ings. 

A better method of making layouts on 
truck bodies is to make a pounce pattern 
on wrapping paper. Then pounce the layout 
on the panel with powdered chalk. After 
the pattern is laid out, the outlines of the 
letters should be traced with a tracing 
wheel. When the tracing is completed turn 
the pattern over and knock off the rough 
spots with fine sandpaper. This will clear 
the openings and make the back of the pat- 
tern smooth. 

When pouncing, hold the pattern in place 
with Scotch tape if a helper is not handy 
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Save $3.50 with Library offer 


This COMMERCIAL ART 


Home-Study Course helps men 
get ahead 


Here are five books giving practical material for the display craftsman 
who wants to improve his technique and handle a wider scope of work. 
These books take up thoroughly the best-paying types of commercial art 
work, show what sells, and how it is produced.. They enable you to 
brush up on fundamentals and special points of technique—they teach 
you the essentials of doing representative drawing, fashion-figure draw- 
ing, all kinds of lettering, rendering of commercial subjects of many 
types, practical design—just the type of material you need to handle 
the most popular forms of advertising and commercial illustrations, 
displays, layouts, etc. 


McGraw-Hill Commercial Art Library 


These books save the reader’s time with brief, punchy text that gives 
essential instructions in usable form. In addition many illustrations 
and examples give the artist visual instruction, inspiration, and models 
of many types of work. Old-fashioned, standard, and modern letters, 
alphabets, and scripts; advertising illustrations; posters; show-cards; 
book and printing designs; fashion drawings; practice forms; renderings 
in many mediums; etc.—more than 1300 illustrations in all form a feature 
alone worth the price of the Library. You get this, plus complete, 
step-by-step instructions, written by specialists—all the material you 
need to carry on a definite improvement plan and make more money. 
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5 VOLUMES ON-APPROVAL EXAMINATION COUPON ‘ 
1278 PAGES McGraw-Hill Book Co., 330 W. 42nd St., N. ¥. C. # 
HUNDREDS Send me the McGraw-Hill Commercial Art Li- 3 
OF brary, 5 volumes, for 10 days’ examination on ap- 5 
proval. In 10 days I will send $3.50, plus few } 

ILLUSTRATIONS cents postage, and $3.00 monthly till $18.50 is paid, ! 
AND sil return books Pol aiken (Postage paid “a ‘ 
EXAMPLES nora accompanie y remittance o rst instal- 
‘ 

BORGO: sat ock came. ea abc. lia tit iy Neem tee te oN 

| 

Pa See ety tee Meigen go hire eMart AAG SG ARETE NER Oe NY KOE Tisane, 2 2h ; 


Bought, singly, the books in this Library would 
cost $22.00. Under this offer you save $3.50 on 
this price and in addition have the privilege of 
paying in easy monthly installments while you 
use the books. See how this Library can help 
you. SEND NO MONEY. Just mail the coupon 
now, to receive the complete Library promptly, 
for 10 days’ examination subject to your accept- 
ance or return. 


City ame Bate 6 A ae ee 
WOMONS FF eS ce Sas Be Pe as a 


Cremer tty es ws SORE eae aes ST-6-40 
(Books sent on approval in U. S. and Canada only.) 
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Here's a weath- 
erproof trans- 
former that is 
Rust-proof—Cor- 
rosion-proof. The 
most adverse cli- 
matic conditions 


will not affect its 
performance be- 
cause it's sealed 
against all weath- 
er conditions. 
Heavily zinc 
coated case of- 
fers real protec- 
tion. Write for 
details. 


The ACME ELECTRIC & MFG. CO. 


32 WATER ST. CUBA, NEW YORK 


Acmo<tiet leetrie 


4 
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RELIANCE ELECTRIC 
TIME SWITCHES 


... are simple, compact, economi- 
cal in operation and are known for 
their dependable service on every 
sign where they are installed. 


Write on your letterhead 
for literature and discounts. 


RELIANCE AUTOMATIC 
LIGHTING COMPANY 


1930 Mead St. Racine, Wis. 
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to hold it. Remove the pattern carefully to 
avoid brushing off the tracings. 

The use of patterns saves time on the job 
and simplifies duplications of work on re- 
paints and additional jobs for the same com- 
pany. It also provides greater accuracy 
in making layouts without scratching the 
truck body. 


Re-Lettering Drum Heads. 


Is there any way to remove painted letters from 
a drum head without damaging it? If the lettering 
can not be removed, can the drum head be painted 
so that the paint will not chip off or cause the 
drum head to split? What is the best paint to 
use?—E. S. 


Because the head of a drum is porous it 
absorbs paint, and even though the pigment 
is removed a stain is left in the skin where 
the letters appeared. Strong acids would 
ruin the drum head and increase the stains, 
but some paints can be removed with me- 
chanic’s soap paste applied with a damp 
rag. Rubbing as you would with sand- 
paper will do the job if the paint can be re- 
moved at all by that method. Avoid using 
an unnecessary amount of water and make 
certain that the draw rods or ropes are 
loosened to prevent the head from splitting 
while it is drying out. After the head is 
dry, further cleaning and finishing off can be 
done with fine sandpaper rubbed carefully 
over the surface. 

After as much of the old paint has been 
removed as possible, the portions that were 
lettered can be spray-painted with a color 
to match the drum head, or a panel can be 
spray-painted in a suitable background color 
for the new lettering. 
two or three light coats than one heavy coat 
on the background, permitting each coat to 
dry before the next is applied. Heavy coats 
of paint will destroy the tone of the drum. 
After the last ground coat is dry the letter- 
ing can be applied. 

A mixture of half japan color and half oil 
color mixed to a thick paste with quick- 
rubbing varnish and thinned to an easy 
working consistency with turpentine will 
make a good paint for the job. If turpen- 
tine runs appear at the edges of the paint, 
thinning should be done with gasoline. 


Tricks 


Squeegee Trimmer. 

Putting a sharp, new, concave edge on the 
rubber of a squeegee is easy if it is done 
on a printer's small paper cutter. All that 
is necessary is to clamp the squeegee down 
with the hand wheel and strike a_ single 
blow with the knife. I hope this tip will be 
of value to those with worn squeegees.— 
Frederick A. Houghton, Tampa, Fla. 


Saving Left-Over Paint. 

A thin layer of paraffin poured in the can 
on top of left-over paint will prevent the 
formation of crust or thick film. The par- 


affin is easily removed.—Everett C. Harte, 
Holyoke, Colo. 


Non-Slip Straight-Edge. 

A rubber band wound around the end of 
a yard stick or straight-edge will keep it 
from slipping when drawing lines on glass. 
—Ig. W. Brown, Livingston, Mont. 


It is better to spray, 


A 
AL 
approved 
ELECTRODE 


SAELLS 


NEON GOSSIP 
No. 35 


The best and most informative Bul- 
letin we have published, with a 
detailed story of bombardment— 
proper use of Mercury —list of 
equipment that will help you solve 
some of the real problems of the 
sign industry. 


Send For It At Once! 


SWEDISH IRON & STEEL 


CORPORATION 
17 Battery Place New York City 


MADE IN 3 SIZES 
NEON TUBE MAKING UNIT 
CHARLES EISLER’S record of over 20 years of 
dependable neon sign makers equipment—every- 
thing from A to Z. 
Complete line of torches, 


burners of all kinds, 
pumps, blowers, boosters and regulators, spot 
welders, butt welders and A.C. arc welders, 
special transformers. 


EISLER ENGINEERING COMPANY 


CHAS. EISLER, Pres. 
748 So. 13th Street (near Avon Ave.), Newark, N. J. 


Don’t Miss This Super Special 
RED SABLE (Nos. 2, 4, 6, 8, 10, 12) 


SHOW CARD BRUSHES 


SET OF 6 $1 : 47 Extra Fine 


Quality 
ns. CONLIN BLDG. 
qd BRIDGEPORT, 

Sapam ey CONN. 


WHOLESALE 


NEON TUBING 


complete porcelain and duco enamel signs 
Dealers wanted—write for prices 


ELECTRIC SERVICE COMPANY 


26 Public Square Galesburg, II. 


RA aaoey 
Moves 


der direct 
OUR DEALER or or 
SFE YS> HAROLD HOLLAND DAY 


Box 1345 ° Hollywood, Calif. 


JUNE, 1940 


CUTAWL USERS 


WIN 


PRIZES 
HONOR 
FAMEe 


in the 


1940 


‘CGulawt 


Photograph Contest 


Write for details 
TODAY 


INTERNATIONAL REGISTER CO. 
11 S. Throop St. 
Chicago, IIl. 


THEATER FRAMES 
AND CASES 


ALL SIZES — Chromium, Bronze, 
Stainless Steel 


Made in Our Own Plant 
COLONIAL SALES CORP. 


928 BROADWAY NEW YORK, N. Y. 


Neon CLOCKS make 
Modern SIGNS 


Designs for Signs and Bulletins—. 
14” to 72” in diameter featuring pat- / 
ented Refracto-Lite Device and 
Hexo-Set — A superior timepiece — 
low prices — high discounts. 30 
Years’ Successful Clock Experience. 
Send for Catalogue. 

MODERN CLOCK ADVERTISING CO. 
212 Broadway - - - 165 Fulton St. 

New York City 


SIGN WRITERS’ SUPPLIES 
Artists’ Materials 


BERT L. DAILY, INC. 


126 EAST 3rd ST.. DAYTON, OHIO 


TECHNICOLOR POSTER & DISPLAY PAPER 
LAMILUXE SHADOW BOX PAPER 
POSTER and PROCESS BOARDS 
POSTER and SIGN PAPERS 


Chaptro Paper Products Co. 
515 SOUTH WELLS ST. CHICAGO, ILL. 
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Books 


Half-Tone Processes, by A. J. Lockrey. Pub- 
lished by Fotocolor Laboratories, New York. 

This is a handbook, describing methods 
and materials for all forms of photo- 
mechanical reproduction. It is clearly and 
concisely written and contains information 
of special interest to the screen processor. 

A highly informative chapter on the mak- 
ing of screen-process half-tones is in itself 
worth the price of the book to the average 
processor. The eleven other chapters are of 
associated value and they take up the ex- 
planation and theory of half-tone reproduc- 
tion, making a half-tone negative, making a 
direct positive in the enlarger, wet plate 
collodian process, etching copper and zinc 
plates, collotype, three- and four-color half- 
tones, gelatin cut-making process, photo- 
offset and lithography, photogravure, and 
bromo-lithography. 

The book consists of sixty-four mimeo- 
graphed pages bound in paper covers. Its 
author was formerly editor of Better Pho- 
tography magazine. 


Applied Drawing and Design, by E. H. 
Mattingly and Everett Scrogin. Published by 
The McCormick-Mathers Publishing Company, 
Wichita, Kan. 

Primarily a textbook for high schools 
and colleges, this book nevertheless has con- 
siderable value for the sign and display de- 
signer, the display artist, the exhibit builder, 
and the layout man. It deals with working 
equipment, lettering, dimensioning, shapes 
and positions of objects, mechanical and pic- 
torial sketching, machine drawing, wood- 
working drawing, sheet-metal drawing, 
architectural drawing, graphs and charts, 
inking and finishing drawings, tracing and 
blueprinting, essentials of design, and color. 
It contains 224 pages bound in paper covers, 
and hundreds of drawings illustrate the text. 


The A B C of Lettering, by J. I. Biegelei. 
sen. Published by Harper & Brothers, New 
York. 


With a large and handsome format and 
generous-sized plates, this manual on how to 
do hand lettering for advertising display 
was planned for the practical utility of stu- 
dents of sign and display art, poster art, and 
commercial art. The book has 221 pages 
9 by 1234 inches in size, and contains twenty- 
three basic alphabets and ten full-page drill 
charts among its more than 100 plates. Con- 
tents take up equipment, lettering termin- 
ology, lettering exercises, anatomy of letter- 
ing, spacing, reproduction lettering, series 
of alphabets, shop hints, and sale of letter- 
ing, followed by a useful bibliography. 

In treatment of its subject and in appear- 
ance, this book is to the student of display 
lettering what the primer is to the school 
child learning to read. Alphabets are repro- 
duced in large size, especially in detailed 
illustrations in the one part of the book on 
the “anatomy of lettering.” 

The instructions are based on the belief 
that modern type designs offer an excellent 
source of inspiration for hand lettering, 
rather than vice versa. To an analytical 
professional, there seems to be too close an 
adherence to the type styles, which gives 
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CALL FOR 


action 


Everywhere today the call is for action. 
The crowd boos a slow ball game and it 
seldom notices a lifeless display. Ani- 
mated displays stop people in their 
tracks. Yet, while they're 5 to 80 times 
more effective as eye-catchers, ani- 
mated displays cost less than a cent a 
day to operate if you use genuine Mo- 
tion Display Units. Write for details 
and prices. : 


PENDULUM POWER UNIT Produces a depend- 
able action which can easily be adapted to 
give most any kind of motion. Operates on the 
solenoid principle with mercury tube make- 
and-break contact. Plug in and it starts. Costs 
a fraction of a cent a day to operate. 


ELECTRIC TURNTABLE Simplified construction 
assures dependable operation. This unit has 
no gears, no motors, no belts, no brushes. 
Silent and self-starting. Two models: with 
load capacities of 50 and 150 lbs. Current 
consumption less than a ten-watt lamp. 


“MOTION SELLS MORE GOODS” 


MOTION 
OVSPLAIVS 


ING. 


27 RYERSON ST., BROOKLYN, N. Y. 
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GLOBE cexced 


CHANNELLETTERS 


FORMED STEEL-WARPLESS 


Variety --Beauty--Distinction 


At last! A complete line of Chan- 
nel letters in a variety of types 
and patterns — script, italic and 
fancy designs. They are being 
used on trucks, bulletins, Mar- 
quees, store fronts, trade-marks, 
etc. 


DURABILITY--ECONOMY 


3 paint coats (sprayed), plus 2 
coats weather resistant Duco. 
Varying channel depths (up to 6 
inches). Easily attached, easily 
spaced. 


UNUSUALLY LOW PRICES. 
GUARANTEED WARPLESS 


4 check 
t of $ ia tne 
yeceiP (deducté ‘4 ces 
wie om yareratur 
descrip 


134-S West 3rd St. 


0 MOUNT VERNON, N.Y. 


lO 


SILK SCREEN PROCESS 
S - a E. E G E E 


White Pine block, shaped to fit the hand 
Needs less pressure. Specially pre- 
pared rubber to resist oil in paints. 


asaan= WRITE FOR PRICES “"*"*"" 
W. J. DENNIS & COMPANY 
2110-2120 West Lake St., Chicago, Ill. 


Please send me price on complete Squeegee No. 11. 
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the examples shown a lack of the flexibility 
and freedom that are first characteristics of 
good hand-made letters. Among students, 
however, who must first learn the “a b c of 
lettering’ with basic structural alphabets 
before they can exercise a little freedom, 
the book is of real value. 


Release 1940 Edition 


Research Company of America, New York, 
has released its 1940 edition of the “National 
Survey of the Brewing Industry.” It con- 
tains eighty-two pages of facts and figures 
on. breweries—capacity, output, net sales, 
profits, cash assets, also a directory of exec- 
utive personnel. 


Twenty 
Years Ago 


JUNE, 1920 

Joseph Levi was made president of the 
reorganized Sign Maker’s Association of 
New York City. ...N. D. Wilson, Evans- 
ville, former student of the Academy of Fine 
Arts, Chicago, and president of the Evans- 
ville local union of sign writers, produced a 
painting entitled, “Ministering Angels,” for 
the American Legion. It was scheduled for 


exhibition in fifty cities throughout the 
country. ... Harold Kayton, general man- 
ager, Sunset System, San Antonio, was 


elected president of the Associated Adver- 
tising Clubs of Texas. Charles A. 
Yeker, 56, secretary of the Poster Adver- 
tising Association of Pennsylvania for sev- 
enteen years, died in May, 1920. ... An art 
class was established at the plant of the 
Outdoor Advertising Company, Kansas City, 
with Elmer Birdsall as director. ... Findley 
& Marks, Orlando, Fla., bought the plant 
of the Central Florida Advertising System. 

. D. F. Ford was made manager of the 
studio of the Thomas Cusack Company, 
Minneapolis. .. . W. H. Freeman, 62, Cin- 
cinnati sign man, died at the home of his 
son in Hamilton, Ont., on May 24, 1920. He 
operated his own business, founded by his 
father in 1865, until 1919, when it was con- 
solidated with the Quehl Sign Company of 
Cincinnati. . . . The second annual conven- 
tion of the Pacific Coast Sign Craft was 
scheduled to be held at Portland, Ore., on 
June 19-21, 1920. ... The Thos. Cusack Art 
Club was formed in New York City in April, 
1920, with a membership of forty-eight... . 
An electric spectacular, 50 by 45 feet, con- 
taining 2,600 lamps, was erected in Cin- 
cinnati, for Burkhart Bros., clothes, by the 
Federal Sign System (Electric). . . . Ohio 
Sign Company and Addis & Mayers Sign 
Company, Cleveland, consolidated under the 
name, Ohio Sign Company, Inc. Owners 
were Joseph Joseph, Jack Schildhouse, 
Frank E. Addis, A. Albert Mayers. 


BOOKKEEPING TROUBLES? 
Consult the SIGNS of the Times 


bookkeeping clinic if you are having 
bookkeeping problems. State your prob- 
lem fully, and the clinic will send a 
solution. Another SIGNS of the Times 


service. 
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DECORATIVE and 


STRONG 


FOR 
SIGNS 
TAGS AND 
LABELS 


For suspension or attachment of parts, BEAD 
CHAIN* brings a new note to signs and dis- 
plays. In many metals and finishes, with 
couplings for your needs. 


BEAD CHAIN 


ESTABLISHED 19!4 
Trade Mark Reg. U.S. Pat. Off. 


Write for information or 
send sample sign and let 
us fit it with BEAD CHAIN* 


THE BEAD CHAIN MFG. CO. 


36 MT. GROVE ST. BRIDGEPORT, CONN. 
*Reg. U. S. Pat. Off. 
ae REG I on eee 


RED ARROW = 


LUMINOUS TUBE 
TRANSFORMER 


Patent 
1,979,769 


Cut your service costs with 
Red Arrow. Send for price list. 


Red Arrow Electric Corp. 
100 Coit Street, Irvington, N. J. 


FLUORESCENT POWDERS! 


Green, White & Blue—Highest Luminosity $10 


POP -DORRE ici kiee i dase saateiehg bed heh 
Fluorescent Mix, All colors 
Cal eo SRI ISIS IOS sey RA Greer, ieee $10 
New: Tubular quartz lamps for immediate checking of 
fluorescent coated tube. Fits inside all tubes. $8 
sO ta, MOCIAL TICE.) ss he Ne Ns 


F. ALEXANDER, E. E., 15 West 23st. 


New York City 


ARTIST MATERIALS 


ARTHUR F. HOERAUF & CO. 
525 Woodward Ave. Detroit, Mich. 


COMPLETE LINE OF 


FLUORESCENT LIGHTING 


MATERIALS 
De-Lux Neon Mfg. 


BOX 1113 


Co. 


OKLAHOMA CITY, OKLA. 


JUNE, 1940 


New En 


eland Region 


Of Outdoor Advertising Association—Region 
No. 1—Conducts Its Meeting No. 1 in Boston 


The first convention of. the Outdoor Ad- 
vertising Association of. America’s region 
No. 1, comprising the six New England 
states, was held at the Hotel Statler, Bos- 
ton, on May 5, 6, and 7, and was credited 
as being a most successful meeting, with an 
array of excellent speakers on the three-day 
program. Justin Kelly was chairman, and 
cooperation was the keynote. The meeting 
began on Sunday evening, May 5, with an 
executive session. 

The first speaker on the Monday program 
was Dr. Miller McClintock of the Traffic 
Audit Bureau, who stressed the importance 
of developing a closely-knit organization in 
New England for the purpose of discussing 
and acting upon regional matters. H. F. 
Fisk, general manager of the Outdoor Ad- 
vertising Association of America, described 
in detail the new reorganization program. 

Frank T. Hopkins gave the report he made 
to his board of directors, commenting on 
developments in the medium during 1939. 
George Wiswell of Chambers & Wiswell, 
Inc., Boston agency, discussed the medium 
from the aspect of the local agency, and R. 
C. Grahl, manager of the outdoor depart- 
ment of McCann-Erickson, Inc., analyzed 
the present program of the association from 
the agency viewpoint. 

The third day’s morning session was de- 
voted to business. At noon, the membership 
and agency men were guests of John Don- 
nelly & Sons at the weekly luncheon of the 
Advertising Club of Boston, where they 
heard Miss Catherine Cleveland, consumer 
consultant of the Cotton Textile Institute. 

At the afternoon session, Louis Glaser, 
president of the club, commended the out- 


door industry in New England for coopera- 
tion and support in worthy projects. John 
Coerne, advertising manager, John P. Squire 
Company, told of the success his company 
has had with outdoor advertising, and 
George Cummings of Socony-Vacuum pre- 
sented a sound film and told of the neces- 
sity of modern advertising methods to sus- 
tain the sales story of industry and busi- 
ness. The film dealt with Socony-Vacuum’s 
products and its advertising campaign for 
1940. John Brennan of Outdoor Advertising 
Incorporated pointed out the need for sup- 
porting O. A. I., and elaborated on the at- 
tributes of outdoor advertising in contrast 
to other mediums. 

The convention was concluded with a 
presentation, “The Young Lady Who Lived 
in a Shoe,” reviewed by Daniel G. Holland 
of John Donnelly & Sons. It was prepared 
by Robert F. Cochrane of the Donnelly com- 
pany and is a modern adaptation of the 
nursery rhyme about .thé old woman who 
lived in a shoe. It told how brand confu- 
sions can be eliminated by use of package 
identification in outdoor advertising. 


Launching Largest 


Johnnie Walker, famous Scotch whiskey, 
will this year be advertised with the largest 
summer advertising campaign in its history, 
according to announcement made last month 
by J. M. Mathes, Inc., New York, the adver- 
tising agency. An “extensive outdoor cam- 
paign” in the larger cities will form part of 
the campaign, in addition to magazine and 
newspaper advertising. 


Among speakers and guests at the New England Meeting were, left to right, front row, Chair- 


man Justin B. Kelly, H. E. Fisk, E. C. Donnelly, Jr.; rear row, R. C. 


Grahl, Dr. Miller 


McClintock, R. M. Gray, George Cummings, and Pierson Skelton. 
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HERE’S NEW 
PROFIT FOR YOU 


@ Your customer can get 
COLORED light on his own 
designs by use of Cataflex 

reflecting glass, painted 
with the new Cataflex 
transparent colors. 
Silver, Blue, Amber 
or Green light added 
to your bulletin in an 
amazing variety of 
combinations and 
effects. 
Cataflex gives 
your customer 
an IMPACT his 
competitors 
will not 
have. 


CATAFLEX 


.- New 
.. Brilliant 
. Economical 


@ It lends itself 
to exact color 
reproduction of 
label, trade- 
mark, letter or 
any other 


design. 


For Complete Information Write 


CATAPHOTE 


958 WALL ST. 
TOLEDO, OHIO 
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Send for 


FREE SAMPLE 


OF THE 


NEW SCARLET 


PHOTOX-FILM 


Simple, Fast, Certain! 


This new revolutionary film 
takes the headaches out of 
photographic screen mak- 
ing. Write for free sample 
on business letterhead. 


Dealers Write for 
Territory Still Available 


GEORGE H. PEMBROKE, inc. 


100 West 43rd St., New York, N. Y. 


THE NEW No. 90 


UNIVERSAL TUBE SUPPORT 
WILL LAST A LIFE TIME 


Here’s a tube support that neither salt-air, 
nor acrid industrial fumes and smoke will 
affect. It’s made from materials that will 
give a life time of trouble-free service. 


The New No. 50 Universal tube support 
clip of special rust-resisting, corrosion- 
proof aluminum alloy is easy to adjust, 
and rigidly supports tube to exactly the 
right height. Positively eliminates vibra- 
tion. No wobble. No sticking. A perfect 
adjustment every time. Stocked by lead- 
ing jobbers or write. 


The UNIVERSAL 
CLAY PRODUCTS CO. 


1510 East First Street Sandusky, Ohio 
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Holds Successful Sixty-Sixth Annual Meeting in 


Muskegon; Sales, Service, New Policies Discussed 


A large attendance and excellent program 
marked the sixty-sixth annual meeting of 
the Outdoor Advertising Association of 
Michigan, at the Occidental hotel, Muske- 
gon, on May 23 and 24. 

Highlight of the event was the banquet 
and entertainment at which Otto A. Sey- 
ferth, president, West Michigan Steel Foun- 
dry Company, and a director in the national 
Chamber of Commerce, was the principal 
speaker. In dealing with his subject, “The 
American’ System of Enterprise,’ Seyferth 
said that “intelligent altruism is the only 
means whereby success can be achieved, and 
dollars can only flow when restrictions 
against business are removed.” 

City Commissioner Vanderwerp, speaking 
in behalf of Mayor Larsen of Muskegon, 
welcomed the guests at the banquet and paid 
tribute to P. P. Steketee, owner and man- 
ager of P. P. Steketee & Son, established in 
the poster business in Muskegon for fifty- 
nine years. E. Allen Frost, general counsel, 
Outdoor Advertising Association of Amer- 
ica, responded and paid tribute to the enter- 
prise of pioneers who had founded and built 
the city of Muskegon. 

At the opening business session, L. A. 
Kremer, secretary, reported that the asso- 
ciation has 554 member towns in good 
standing and that no towns  had_ been 
dropped during 1939. H. W. Smith, treas- 
urer, reported a very creditable financial 
condition. Reports on service showed that 
plants were in good condition and_ that 
minor exceptions will be completely im- 
proved in a short time. 

H. E. Fisk, general manager, O. A. A,, 
described the new national association poli- 
cies as being a three-way program—for the 
plant operator, his customer, and his neigh- 
bor. 

“We are now set up to cope with fast- 
moving problems with a policy that is de- 
signed to protect the plant owner, the adver- 
tiser, and the public,” he said. “Our me- 
dium is comparable to any other advertising 
medium, and we have set up our business 
so that it is acceptable to all reasonable- 
minded people.” 

George V. Brandt, national director, am- 
plified Fisk’s remarks and said “they are 
the best thing for us, and we should give 
them our fullest support.” 

E. M. Zuber, vice-president National Out- 
door Advertising Bureau, gave an encour- 
aging report about the outlook for business, 
and H. R. Bayle, outdoor advertising depart- 
ment, Brooke, Smith & French, Inc., Detroit, 
said, “We must continually hammer home 
the value there is in the outdoor advertising 
medium.” 

C. D. Blessed said outdoor advertising has 
no entertainment features, no editorial ap- 
peals, but it is an economical and forceful 


medium. The industry, he said, should let 
people who count know what is being done 
in public relations work. 

“We must get out and sell outdoor ad- 
vertising to local outlets,” he declared. 

Dr. Miller McClintock, president, Traffic 
Audit Bureau, Inc., compared modern busi- 
ness with modern warfare in bringing out 
the point that old strategies don’t work any 
more. He listed outdoor advertising as the 
smallest of four major combatants for the 
advertising dollar and pointed out that mo- 
bile thinking and modern tools are needed to 
hold its position. 

B. L. Robbins, vice-president, General Out- 
door Advertising Company, Chicago, gave 
a presentation of the Cain survey of outdoor 
advertising in which it has been shown that 
it has a higher degree of readership than 
any other medium. 

Walter F. Zimmer, president, Zimmer- 
Keller, Inc., Detroit, handling the Stroh 
Brewing Company account, spoke briefly on 
cooperation and the desirable placement of 
posters from a public relations viewpoint. 

J. E. Brennan, assistant to the president, 
Outdoor Advertising Incorporated,  illus- 
trated the potentiality of new markets by 
pointing out that forteen million potential 
buyers of products had died in the last ten 
years while twenty-two million new buyers 
had succeeded them. 

Harold L. Eves, vice-president, Sales 
Promotional Service, Chicago, presented a 
program for local sales development and 
pointed out the public relations advantages 
in developing local business. F. E. Iden, 
account executive, Walker & Co., Grand 
Rapids; J. T. Jackson, manager, Merchant's 
Advertising Service, Coldwater, and D. B. 
Cole, assistant manager, Rich Advertising 
Company, Port Huron, all presented suc- 
cessful ideas for increasing local sales. and 
cooperating with national accounts. 

L. R. Bissell, manager, Northern Adver- 
tising Company, Ironwood, pointed out that 
the body in action is most receptive to sales 
messages, and therefore outdoor advertising 
reaches minds when they are craving action. 
He recommended sales presentations pat- 
terned to do a specific job as opposed to 
memorized or copied presentations. 

Frank A. Uhler, service department, N. O. 
A. B., Chicago, dealt with service problems 
and the necessity of equality of treatment. 

Michael Lee, manager, Lee Poster Ad- 
vertising Company, Lapeer, presented re- 
sults of experiments of panel painting tests 
and the use of economical shrubs for land- 
scaping. He also pointed out that a recent 
survey showed that there are thirty-four 
profit markets in Michigan. 

P. E. Slayton, president, Slayton & Co., 
Battle Creek, presented three motion picture 
films showing practical and economical 
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posting methods, emphasizing advantages of 
rain-lap posting. 

J. T. Bailey, who announced the sale of 
his plants at Benton Harbor and St. Joseph 
to Adrian J. Klaasen, stated that his sizable 
collection of books and magazines on out- 
door advertising is to become property of 
Notre Dame university, and that they will 
be supplemented by portions of collections 
owned by J. VanDenberg, Holland. 

L. E. Berry, Cheboygan, announced the 
sale of his plant to Lorentz Christiansen, 
Petosky. Honorary life members’ were 
voted to Bailey and Berry in recognition of 
their services. 

Arthur Mulholland, Jr., Mrs. Bessie San- 
ders, and J. T. Jackson were appointed to 
serve as a new committee for conducting a 
poster art contest previously approved. 
Rain-lap posting was adopted upon request 
of members prepared to use it. 

Traverse City was selected as the 1941 
convention city upon the invitation of Isaac 
H. England, Evans Poster Advertising Com- 
pany of that city. 

Officers were reelected. J. VanDenberg is 
president; W. W. Rogers, vice-president ; 
L. A. Kremer, secretary, and H. W. Smith, 
treasurer. George V. Brandt was reelected 
national director. L. R. Bissell was elected 
state director, and P. E. Slayton was re- 
elected. Other state directors serving incom- 
pleted terms are officers and A. B. Cham- 
pion. 


O. A. A. Convention Set 


The Outdoor Advertising Association of 
America reports that strides of progress 
have been made in recent weeks toward the 
completion of its new organization set-up. 
Regional meetings are off to a good start, 
the national advisory council and standing 
committees have been formed, and definite 
place and dates have been named for the 
1940 annual convention. 

The convention this year will be held at 
the Drake hotel in Chicago on August 20, 
21, and 22, inclusive. This is in accord with 
action of the board of directors, taken at its 
memorable meeting of January 24. 

B. W. Robbins, chairman of the board, has 
announced the formation of the national ad- 
visory council and the standing committees. 
Appointments became effective on May 1. 

Members of the national advisory council 
are: Region No. 1, J. B. Kelly; No. 2, H. F. 
O’Mealia; No. 3, E. W. Lemay; No 4, J. P. 
Baird; No. 5, F. C. Smoot; No. 6, H. J. 
Fitzgerald; No. 7, H. B. Markham; No. 8, 
P. L. Michael; No. 9, George W. Kleiser. 
Members at large are E. C. Donnelly, Jr.; 
Leonard Dreyfuss, Frank Dunigan, K. H. 
Fulton, Bert Krohn, and W. T. Walker. 
Ex-officio, Harry Crawford, vice-chairman 
of board; W. Rex Bell, president, and Rube 
Robinson, Myles Standish, and J. B. Stewart, 
vice-presidents. 

The business development committee con- 
sists of Chairman K. H. Fulton and B. L. 
Robbins and G. S. Standish; ex-officio, B. 
W. Robbins, chairman of board, and Harry 
Crawford, W. Rex Bell, and Rube Robinson. 

C. D. Blessed, Detroit, is chairman of the 
public relations committee. Regional mem- 
bers are: No. 1, Daniel G. Holland; No. 2, 
R. J. Rusk; No. 3, Henry Morton; No. 4, 
Ralph A. Redel; No. 5, B. C. Connor; No. 6, 
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Re ae Fay; Noi.::7i Lk W: s Feesters Ne. 8: 
Fred C. Beseler; No. 9, G. W. Kleiser, Jr.: 
at large, Tom Nokes, Jos. W. Pearson; ex- 
officio, Myles Standish. 

The legislative committee has J. B. Stew- 
art as chairman. Regional members are: 
No. 1, Wm. H. Partlan; No. 2, O. S. Hath- 
away, Jr.; No. 3, Fred C. Wright; No. 4, 
I. B. Isenberg; No. 5, George V. Brandt; 
No. 6, George F. Olendorf; No. 7, H. F. 
Baker; No. 8, George L. Knapp; No. 9, G. 
E. O'Neil; ‘at large, W. E. Beehan, D. J. 
O’Connell, J. E. Morrison, Al Norrington. 

Martin T. Price, Savannah, is chairman 
of the plant and service committee. Its 
metnbers are: No.1, Ed P. Cahill; No. 2, Ed 
S. Stahlbrodt; No. 3, W. J. Farrell; No. 4, 
C. W. Lamar, Jr.; No. 5, W. H. Otting; No. 
6, E. R. Busby; No. 7, Beall Hart; No. 8, 
Douglas Butler; No. 9, R. A. Cleaveland; 
at large, A. L. Bauers, B. F. Burgunder, M. 
K. Lander. 

The technical committee consists. of 
Chairman A. L. Bauers and Lawrence An- 
ning, William F. Hurd, W. F. Lebzelter, 
A. T. McManmon, R. W. Olmsted, Edgar 
Wolfe, and Ed A. McCarthy. 


Education and Inspiration 


at I. A. D. M. Convention 


The International Association of Display 
Men’s annual convention at the Statler hotel 
in Detroit on June 24-27 will have inspira- 
tional education as its prime purpose, ac- 
cording to John L. King, the association’s 
managing director, Washington, D. C., in 
an announcement of plans and _ progress 
made by members of the Detroit Display 
Club, hosts to the hundreds of display men 
expected to attend. Addresses and demon- 
strations on the convention program will be 
supplemented by many exhibits of displav 
fixtures, equipment, and materials, and an- 
other important supplementary feature will 
be the entertainment, for which, King says, 
plans are practically completed. The photo 
contest, as usual, will occupy its front-rank 
place as inspiration for display idéas. 

In the imposing list of those who will 
take part in the program are W. M. Gard- 
ner, president, Gardner Displays, Pitts- 
burgh; W. L. Stensgaard, president, W. L. 
Stensgaard & Associates, Chicago; C. M. 
Cutler, General Electric Company, Cleve- 
land; Bert Zahn, The Sherwin-Williams 
Company, Cleveland; Albert Bliss, president, 
Bliss Display Corporation, New York; Carl 
V. Haecker, Montgomery Ward & Co., Chi- 
cago; George Westerman, The Common- 
wealth Southern Corporation, Jackson, Mich. 
FE. A. Hiffman, St. Louis; Joseph Apolinsky, 
Loveman, Joseph & Loeb, Birmingham; 
Herschel Lutes, The J. L. Hudson Company, 
Detroit; Victor W. Sincere, president, Frank 
& Seder, Detroit; George Wheelwright, 
Polaroid Corporation, Cambridge, Mass., 
and J. R. DeBracher, sales manager, Speed- 
way Manufacturing Company, Cicero, IIl. 


Convention Plans Discussed 


Plans for the National Sign Association 
convention at the Hotel Pennsylvania, New 
York, August 13-15, were carried nearer to 
completion when representatives of greater 
New York City’s sign interests met at the 


MORE LIGHT 


FoR YOUR MONEY 


WITH 


RARE GASES 


When using fluorescent tub- 
ing for signs or displays, it 
is of particular importance 
not only to use the correct 
rare gas or rare gas mixture 
—but to use gases of con- 
sistently high purity. This is 
necessary to obtain maxi- 
mum generation of the 
ultra-violet rays upon which. luminosity de- 
pends, and to assure long, maintenance-free life. 


Linde Rare Gases Are Pure 


Linde Rare Gases are con- 
sistently pure. They are 
shipped in spherical glass 
bulbs designed to facilitate 
removal of the gases with- 
out loss or contamination. 
Used in either clear or fluo- 
rescent tubing, Linde Rare 
Gases and Rare Gases Mix- 
tures permit an almost unlimited number of 
color and lighting effects—with maximum bril- 
liance and economy. Linde Rare Gases and 
mixtures are always readily available from con- 
veniently located stock points in all parts of 
the country. 


Send For New Data Sheet 


By sending the coupon be- 
low you can obtain a new 
Linde Rare Gas chart, 
~ which contains valuable in- 
formation about selection of 
gases, filling pressures, rec- 
ommended types of elec- 
trodes, and other such data. The Linde Air 
Products Company, Unit of Union Carbide and 
Carbon Corporation. Offices in Principal Cities. 


The Linde Air Products Company 

30 East 42nd Street, New York, N. Y. 
Without obligation to me, please send the 

new Linde Rare Gas Data Sheet. 


LINDE NEON, 


ARGON, 
KRYPTON, XENON, AND MIXTURES. 


HELIUM, 


The word “*Linde”’ is a trade-mark. 
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NOISE ELIMINATOR / 


Developed Especially 
for the 
SIGN INDUSTRY! 


Eliminates all 
noises caused by 


® Motors 

@R. F. Feedback 
of 110 V.—A. 
C. Trans- 
formers 

®Cash Registers 

® Refrigerators 

®@ Primary 
Flashers 

@Neon Trans- 
formers 

@Etc., etc., etc. 


FULLY 
GUARANTEED 


@The “SURE” Noise 
Eliminator is compact, 
34% x 34%4,x 1% inches, 
with weather and 


DISTRIBUTORS rust proof metal case 
Geo. H. Wacker & Co., St. finished in brown 
Louis, Mo, crackle. It is posi- 


Neon Sign Supply Co., 
Milwaukee, Wis. 

Acme Neon Accessory Co., 
Omaha, Neb. — Detroit, 
Michigan 


tive and reliable in 


quickly installed, and 
the price is almost 
negligible. 


Write for Descriptive Circular and Prices 


RADIO INTERFERENCE SERVICE CO. 


1106 Grandville Ave., S. W. Grand Rapids, Mich. 


YES! you need this product 


A 5 Point combina- 
tion for lettering, 
backgrounds, _ block- 
ing out, priming and 
spraying. Guaranteed 
to cover black with 
one stroke. Use for 
neons, commercial 
signs, bulletins, etc. 


Hundreds of sign 
shops are using it. 


Mail Orders Filled if your Dealer isn’t Supplied 
$1.00 PINT—$1.85 QUART—$6.75 GALLON 
Delivery paid if remittance accompanies order. A 

trial will convince you of its superiority. 


MASSACHUSETTS PAINT CO. 
15 Taylor St. Springfield, Mass. 


‘SIGN-SAVER LITTELFUSE 
CUTS OUT | = 
Flickering 


operation, easily and. 


hotel on May 9, under auspices of the Elec- 
trical Sign Association of New York. At 
the meeting were E. G. Clarke, chairman of 
the convention, and Victor H. Todd, Miles 
Pennybacker, Alfred Graze, David Weiss, 
Charles Fishler, John Wardrop, Thompson 
Sergi, V. W. Sebastian, John Curran, Dan- 
iel J. Kelly, John C. Sabatini, Isidor Kra- 
mer, Joseph Wieder, Harry Weiss, Leo C. 
Falk, E. R. Samuels, and Samuel Langsner. 

To provide further inducements for ob- 
taining attendance (see page 84, May SIGNS 
of the Times), it was decided that there 
will be no registration charges. All mem- 
bers of the sign industry, regardléss of 
whether or not they are members of the 
association, will be invited to attend. 

The convention will begin on Tuesday, 
August 13. The annual frolic will be at the 
Cafe Rouge of the hotel on the evening of 
Tuesday, August 13, and the annual banquet 
will be held on Thursday night. John W. 
Curran, chairman of entertainment, has ap- 
pointed the following committeemen: Daniel 
J. Kelly, Sydney Lipkins, Fred Fulle, John 
Wardrop, Henry Weiss, M. C. Cassin, M. 
Levenstine, Stanley Garland, Leo C. Falk. 


A. N. A. Opposes Mediums 


Members of the Association of National 
Advertisers have gone on record as being 
“firmly opposed” to advertising in publica- 
tions and programs issued by trade associa- 
tions, professional societies, and _ political 
parties. The resolution was made at the 
association’s semi-annual. meeting held at 
Rye, N. Y., early last month. 

The declaration was made that money 
spent in such “irregular publications” con- 
stitutes an unwarranted drain on the re- 
sources of national advertisers without ade- 
quate return,-an economical waste and an 
unjustifiable charge against the cost of dis- 
tribution.” Seriousness of the issue caused 
the association to break a long-established 
rule against resolutions. 


‘Picture Night” Held 


Movies and colored slides were the two 
attractions at another of the monthly double- 
feature meetings of the Sign Contractors of 
Greater Cincinnati, held at the Hotel Sinton, 
Cincinnati, on the evening of Tuesday, May 
28. As usual, the meeting was preceded by 
an optional get-together dinner. 

Films supplied by the Devoe & Raynolds 
Company, New York, showed sign and dis- 
play artists at work and the making of pos- 
ter colors, while others, supplied by The 
Lackner Company, Cincinnati, presented 


NEON EQUIPMENT 


Buy DIRECT from our factory 
and SAVE 


COMPLETE—LARGE 


NEON PLANT 
Tams $2.45 00 


Other Guaranteed 
New Neon Equipment 


e742 K. V. A. BOMBARDER—Com- 

plete with REGULATOR. $65.00 
eVACUUM PUMP ......... 60.00 
eRIBBON BURNER (12”).$13.25 


eCROSS FIRES ........... ‘45 
eECONOMIZERS ......... ‘50 
BPORCHES 215.6 2273.40.05. 5.50 
BMISGOS os oc teus 2.25 
eVACUUM TESTERS ..... 5.95 
eCROSSFIRE TIPS ....... ‘45 
eTIPPING-TORCH TIPS .$ .85 
eSPLICING-TORCH TIPS 


Seo 
ot 


25% with Order—Balance C. O. D 


Due to the. unstable market prices, 
our prices are subject to change. Write 
for our Bulletin NS-1, NS-2, NS-3. 


We are MANUFACTURERS and 
NOT Jobbers 


HAYDU BROTHERS 


PLAINFIELD, NEW JERSEY 


24 SECOND ST. PERU, ILLINOIS 


First COMPLETE Manual! 


THE ABC OF 


LETTERING 


Prevents trans- 
former blow- 
outs. Low cost 
fuse for cut-. cut out. 

ting out defec- 

tive signs. SAMPLE! Use letterhead and get 
test sample, prices and complete data. 


AFTER OPERATING 


Defective sign section causes a 
spark across gap. Spring release 
closes gap. Defective section is 


wp ; By J. I. BIEGELEISEN. Contai l 
electrical advertising displays in color. Col- y 9 ee ee eee es 


‘ : alphabets, drawn large; 10 full-page drill charts; over 
ored photographic slides were shown of 100 plates; anatomy of lettering; reproduction technic; 
ict £ gi let f : shop hints; how to sell lettering, ete. Size 9x1254— 
pictures Of sign 1e ters, store fronts, signs, 221 pages. Beautiful, practical. ‘* . will become 
and displays, taken by W. A. Barrows, W. standard book on up-to-the-minute lettering.”” G. K. 
: GOMBARTS, Head, § gj QQ Give full busi : 
A. Barrows Porcelain Enamel Company, Si ¥, School. In- ng denekoriinrse 2S stp dinaaaes 
‘ meal ome: sa nections to get on 
and E. Thomas Kelley, SIGNS of the Times. dustrial Art ........ 5 day approval from— 
, Th “meeting” wi HARPER & BROTHERS, 49 E. 33 St., N. Y. 
LITTELFUSE Tr 4777 RAVENSWOOD AVE. | *§ June i vi will be a ay igh 1 Se 
 SGMICAGO. ILLINOIS event—a picnic for the enjoyment of the : 
staffs of member companies—for which SS 
plans already have taken shape. Fe 
SIGN PAINTERS Who Know, ATLAS 
Write ag Me Big FREE ‘mea apg ore ho Knows? ek 
save 10% to 4 on your Brushes an , : ; Sunita Dt 
z Supplies. W-71. A subscriber in South Africa wants 
DICK BLICK CO to know how to prevent “stick-on’” window 
Clecher Th letters from blistering when in direct rays 
P. 0. Drawer 4378 uaa.” | Of the sun. 


= 86 - JUNE, -1940 


HIGHWAY TRAFFIC FLOW IS INCREASED steadily in Indiana, according to 
T. A. Discus, chairman of the state highway commission. In February the increase was 
8.2 above February, 1939; in March, 7.6 above March, 1939, and in April, 4.7 above April, 
1939. The figures should prove comparable to surrounding states and they are significant 
to all users of signs and outdoor advertising. 


ELECTRIC CLOCKS have been used on high-spot bulletins advertising Chevrolet 
automobiles for the last six years and 300 of them are now in service. The statistics indi- 
cate that electric clocks must have proved their worth as a tool of painted display. 


SIGN MEN seem to be represented in three major classifications—the roamers who 
never stay put anywhere, the sitters who never get anywhere, and the stabilizers of the 
industry who are firmly established and get around enough to develop a broad vision of 
the business. In this last group are those who enjoy the greatest volume of business. 


IF YOU WANT TO SELL STRAW HATS in a hurry, use signs. Through the use 
of a large water-color sign on the window, the Heath-Johnston Dry Goods Company, 
Waurika, Okla., sold half its stock of straw hats in two days. Clyde Divers of that city 
made the sign. 


SOUNDLY BASED ADVERTISING lifts living standards, stabilizes employment, 
increases wages, and improves working conditions, according to facts presented by four 
marketing experts before 300 students of the labor relations college of The Paraffine Com- 
panies, Inc., Emeryville, Calif., early in May. These are facts that have long been known, 
and like every good truth, they warrant continuous repetition. There are those who would 
try to discredit the facts. 


AN ARTISTIC SIGN is one of the most effective channels of publicity open to a 
church, states John R. Scotford in an article entitled, “Your Church Sign,” that appears in 
the May issue of Church Management. That creates an opportunity to promote new busi- 
ness in the church field, including both identification and announcement signs. 


“WE ARE IN FAVOR OF BILLBOARDS,” stated Authur “Bugs” Baer in his “Baer 
Facts” column that appeared in the New York Journal American on April 29, and he added, 
“Our only objection to ’em is that they are not bigger in order to hide more.” Baer had 
more interesting comment to make on the subject in his column that was in complete reverse 
to the criticism so frequently found in the daily press. It is all a very refreshing relief 
from the below-the-belt punches at the outdoor medium so frequently found in newspapers. 


TWENTY-FIVE YEARS OF SERVICE in the Rotary club of Buffalo, N. Y., brought 
the honor of being initiated into the veterans’ group of the club to Albert Hutter, president 
of the Scott Sign Company of that city. Activity in such organizations should be a part 
of every sign man’s service to his community. 


THE COOLNESS OF FLUORESCENT LIGHT was recently demonstrated by Clif- 
ford Bereman, Aurora Neon Cimpany, Aurora, IIl., when he illuminated the word “Frost” 
in fluorescent tubing frozen in a cake of ice to prove that the temperature of the light would 
not melt the ice. The test was made in connection with a cold-storage plant installation. 
There’s showmanship in the sign business, too. 


“TRUCK LETTERING should be an advertising department expense,” said George H. 
Scragg, advertising and sales promotion director, White Motor Company, Cleveland, in an 
address before the Advertisers Club of Cincinnati on May 1. Department stores and other 
businesses offering delivery service often fail to capitalize the advertising value of their 
trucks. Because store managers are always endeavoring to keep down truck and garage 
expense, the value of truck. advertising is often ignored. Advertising on trucks can be 
properly charged to the advertising budget, rather than truck expense, and from this stand- 
point stores can well afford to make this form of advertising attractive and keep it so. 


“STANDING HIGH” IN THE FIELD is easy for DeWarren Bridges, luminous- 
tubing pioneer, recently returned to the supply end of the business in Honolulu. He stands 
6 feet 6% inches in his bare feet. . 


THE IMPORTANCE OF IDENTITY. A New York subscriber wanted immediately, 
by air mail, the names and addresses of several reputable San Francisco sign firms that 
could duplicate a job done for the New York World’s Fair. SIGNS of the Times imme- 
diately supplied the names of firms on record. Firms on record at SIGNS of the Times 
are always in line for free and friendly cooperation. 


SIGNS of the Times 


—You Can Get 


DIFFERENT MOTIONS 
eee VARIOUS SPEEDS 


with our 


MOTION 
MAKER 


MECHANICAL DISPLAY UNIT 
SPECIAL FEATURES 


Die Cast Gear Case 
packed with Year's Lu- 
brication. Three speed 
Die Cast Pulleys. Hard- 
ened Steel Gears, Worm 
Drive, Oilless Bearings 
throughout. New Type 
Hollow Shaft with Spe- 
cial Milled Notches to 
lock parts tight. 


FOR NATIONAL ADVERTISERS 


We develop the ideas, produce the working 
dummies and all Mechanical Parts for Litho- 
graphed Motion Displays. We also specialize 
in Mechanical Demonstrators to show the public 
how your products work. 


Write for Literature and Prices 


The American Display Co. 


DAYTON, OHIO 


Are you planning any 


INTERIOR | 
ILLUMINATION? 


DOUBLE CIRCUIT Transformers 


offer exclusive advantages! 
DOUBLE CIRCUIT Tansformers operate TWICE 


the footage of single circuit transformers of 
equal voltage and m. a. You get maximum foot- 
age and brilliance, with a minimum of trans- 
former weight and area. 


DOUBLE CIRCUIT Transformers permit running 
tubes in parallel—actually touching along entire 
length, including electrodes. This minimizes stro- 
boscopic effect (flicker)—produces a greater 
concentration of light—is valuable in obtaining 
perfect blends of several shades of White or 
other colors. 


When planning any interior illumination, consult 
our engineering department. Ask your jobber for 
National DOUBLE CIRCUIT Transformers. Write 


for detailed literature. 


NATIONAL TRANSFORMER CORP. 


Dept. I-P, 224 2|st Ave. ~ Paterson, N. J. 


NATIONAL 


| DOUBLE circuit |_¢ 


me's TRANSFORMERS 
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May accounts as represented by information 
from advertisers, agencies, and plant operators. 
Regions and classes of service are indicated by 
dots. “‘N’? means new. The seven regions are: 

New England—Maine, New Hampshire, Vermont, 
Massachusetts, Rhode Island, Connecticut. 

Middle Atlantic—Delaware, New York; Pennsyl- 
vania, New Jersey, Maryland, West Virginia. 


Middle Atlantic 
Southern 

West Central 
Southwest 


New Engiand 
East Central 
West 
24-Sheets 
Bulletins 
Electrics 


Acme Beer ..............-—-/—|-|-|— Bo 
American Air Lines... |— 


American Oil Co... .. *38 ana a8 e-— 
Anheuser-Busch, Inc .. &4e 'e-—|— 
Armour & Co 

Asphalt Inst. (Pac Cst) eee ee — -—'-— 
Ai eS. Ry. a 

Atlantic Riduiig ie ese 

P. Ballantine & Sons [@ 

Beams Whiske 
Berghoff Brewing .... 
Berkeley C. of C...... |—|—|—|—|-—|— oa 
Best Foods, Inc ....... —|—|—|@|—/|— 
Beverwyck Breweries 
Blatz Brewing ........ 
Borden: Coz 3. 3% ...2- _— 
Browne Vintners Co.. |@ 
Bruck’s Beer ......... 
Burger Beer ......... 
ButterKrust Bread ... |—|—/—|—|— e-i'-@e-— 
Cadillac-LaSalle...... —|@|—|—|—|—|-I-+ -—— 


Calif. Fruit Growers . 
op tah Lp Mies | Corp... ® ° 
alver istillers .... — 
Canada Dry $$ 4 

Canfield Beverages .. 

Carstairs Distilling .. 

Cascade Whiskey nf! 
Chapin & Gore......... Ie 
Chevrolet ; 
C. & NHN. W.-0. Birks. 
Ss SG A PE 
Cities Service 
Clicquot Club Co... 
Cleveland Sandusky Brl— -.8 
Clyde-Mallory Lines 
Coca-Cola ....... 
Colonial-Beacon Oil Cot 
Ceclumbia Brewing ... 
Continental Baking .. J—|\—|—/—|—/— 
Continental Casualty. 
Continental Oil .. 
Cook Paint & Varnish |—|—|—|— 
Curtiss Candy Co..... I—|—/|—/@|—|— '—|--|— 4 


see eae 


& 

& 

| 

| 

| 
auneae 


Dawson Brewery ..... } 
De Bote: we ke ke j— 
Den Pegyger 2. FE 


Dodge 
Doughnut Corp....... |-- 
DuBois Beer ........ <i. | — 
du. Pont: Duce yi oo. |— 
Duquesne Beer . - 
Eastern Wine Corp .. |— 
E. & B. Brewing | 
Dwight Edwards Coffeel—|—|—|—|—|— 
Bicccae i bhoggtt le ee 
merson Drug Co..... —|@|—|—|—|—|-I— a= 
Falls City Beer....... i -Seee—is 


Falstaff Beer ......... | 
Fehr Baking .......... | 
Fehr Brewing 
Feigenspan Brewing . 
Fisk Tire Company... |@ is ea a 
BiIGrenOM 6 eevee I @— e- 5s 


Folger’s Coffee 


— 
oF oa hott 
Fontana Foods ©... :::..4d+——-|—— Sie = _ 
PONG pe Heke co ee jee eooe a6 @— 
Fort Pitt Brewing Pina al —|— i Mis 
Frankenmuth tier | - — Ps 4 —|— at —— 
Frankfort Distil’eries “ee rs ——Il—'@'@|—|— 
Walter Freund Bread rl bad —-|—-@ © 
Wrigeal te. ee. a 6\e\—'—ele|—|—|-—|— 
W. P. Fuller & Co ‘Wied aN —'@le\e\—|— | — 
Gebhardt Chili Powderl—|—|—|—|_|\@|—Il—'@|—|@|— 


Southern—Virginia, North Carolina, South Caro- 
line, Georgia, Florida, Kentucky, Tennessee, Arkan- 
sas, Mississippi, ‘Alabaaia, Louisiana. 

BA be Central—Michigan, Wisconsin, Ohio, Indiana, 
inois. 

West Central—Minnesota, Iowa, Missouri, North 
Dakota, South Dakota, Nebraska, Kansas. 

Southwest—Oklahoma, Texas, New Mexico. 


New England 

_ Middle Atlantic 
West Central 
Southwest 


East Central 


Southern 
Electrics 
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3-Sheets 


General Electric ...... 3 - 
General Foods ........ —@- 


i A a eS —|i—|—|@|—|—_'|_|@|—|—_|—_|— 
General Petroleum |. }—\—|—|—|—|— ee ee —'— 
General Tire & Rubber/@/—|—|—|/—|—|— 

Gibson Refrigerator . |— $ —|—|—|—|— e—-—|-|— 
Gillette Safety Razor. |@ 

Glenmore Whiskey ... 
Glidden Co.............-4/—|—|— —-- @|-- 
Globe Brewing 
Gluek Brewing 
GOCDEL: BOOr oc) swiss --— @-—— 

Gooderham & Worts...|—/N|— <P 
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S 

= 

3 

x 
General Brewing Corp |—|—|—|—|—|— 6 4 : paul en fa 


Goodyear 
Gordon’s Gin 
Great Northern ........J——/—|—|—|—_ e|— 


Griesedieck Bros. Bry.|—|—|—|— ores hast 2 As wR 
Gail: it Corp .....02.. e—eee@-—ie—'—'—'— 


we Me ee ak 


Hampden Brewing .... 
Iron Fireman .......... od 
I. W. Harper Whiskeyj|—|—|— 
Hawaiian Pineapple —@----—--|-- — 
3): eens GO... — —\ei—|_'le|—_|_'_le 
Hensler Brewing ...... —i@ —|—|—|— |_| ee -— 
Herz Candy Co......... — —|—|—|@ —|— 

Hotpoint Appliances ..J— 
Hudepchl Brewing ....J|— 
Hudson Cars — 
Hull Brewing ......... 


Jackson Brewery Co.. 
Jantzen 
pT RE 2 gi a eR —|—|—|@|—@ | —-1@|—|—|-—|— 
Kelvinator ..............-(@—|—/-—|-—|— ae 
Kraft Cheese Co....... _ _|—i@ e-— - @l 8 
Krey Packing Co...... ——|\— — @-— -I|-'@ 
Leisy: Beer... Ek. a —— Sie 
Liebmann Breweries... |@.@ @|\— —|—|— —|@— 
Lift Beverage ........ — 

Liggett & Myers...... eee cw 
Lone Star Beer........J—\— \—|—|—|@ | 1@ — 
P. Lorillard Co....... > 4 e'-—'e 
Lumbermans Mutual. .|—|—|—|@|—|—|—I— i — 
Magnolia Petroleum ..J—|—|—|—/— eo. eo. 
Mail Pouch “‘Wow’”’... 

Miller High Life Beer 

Minneapolis Brewing 

Morton’s Salt ........ 
Muehlbach Beer .......J—|—|—/|—|— e —|— x a 
Nalley’s, Inc i 
Narragansett Brewing F eee | ms —|— 


National Biscuit Co... |— 
National Distillers ... ts 
Nectar Ambrosia 

Noxzema Chemical ... }— = —|—|—|—|— |— 


Ohio Oil Co.. 
Old Milwaukee Beer .. 
Oldetyme Distillers .. 
Olympia Beer 
Pabst Beer j— 

Pacific Power & ip tag OE WES @! 
Pacific Greyhound ... J— | i 
Packard 1®@® rR a Hae 
Paramount Pictures I—| ee m ie\—|-—|— 
Pan American Petrol ie PP ee — 
Pepsi-Cola _. J— —I | — 
The Pepsol Co 
Pevely Dairy Co...... ame —|@\— 
Pfeiffer Brewing ...... Ps | 

Phillins Petroleum ... Fens rete: 
Piel Bros. Beer —'@— * 
Pillsbury Flour Mills — Hp LS e— sa ee 


West—Washington, Oregon, California, Montana, 
Idaho, Wyoming, Nevada, Utah, Colorado, Arizona. 


The Outdoor ‘caper mag | Record is an editorial 
service of SIGNS of the Times, rendered with as- 
sistance from outdoor advertising plant operators, 
agencies, and advertisers, whose cooperation makes 
it possible. 
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Pittsburgh Brewing —|@|—|—|—|— | l@|@ | @|—|— 
Pittsburgh Paints .... |—@@@@'@\— esd aS FO 
Planter’s Nut Choc. Co|l—'@|—|—|—/—|—I— e-—i— 
Pk) aa air —|@\—|e|—|—_|le|—|-—|-—_|— 
I 2 hy Lie ess aw & sae = ee ee ee ee ee Pre. Ry we 
Progress Brewing ..... “icicle @/@ 1g ao BR Rss 
Pure. Oil Coe............ ae Pe (| Re nel Se Os PEE Ye 
MAOMAOE BOOS i, 5,005 6d Bee ei—'e —'—'|— 


BM eCROr. eer. —l— — @ — — —|— — 4 _—— 
Red Top Beer........ — $ eo (le $ e- 
R. J. Reynolds Tob. Co/—|\@|—|—|—|—|— cs — 
Rival Packing Co...... —_——@—-—— — 

Royal Crown Cola..... 
Ruppert Brewery 
San Antonio Br. Assn |—|—|—|—|— e|ee-— 
F. & M. Schaefer Bry |— 
Adam Scheidt Br. Co. .|— 
Schenley 
Jos. Schlitz Brewing.. |—\—|\@\@|— 38 
Schoenling Beer ....... —|—|—|@|—|—|— 
Schulze Bread 
Seagram 
Sears, Roebuck & Co. .J—|—|—|—|—|— & e os 
Seiberling Rubber ..../—@|/—|—/—|—|— —'— — — 
7 Up Beverage ........ — ossetess 
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Shasta Water Co.......J/—|—|—|—|—|— 
Shell Products ........ —|—|— $ $ ti 
Sherwin-Williams ..... ee@ — oe 
Signal Beer 2... 0005 ae 

Signal Oil Co......... 

Society Brand Clothes |— 

Socony-Vacuum ........ es- 
Somerset Importers -/@—|—|—|—|-I-— 
Southwest Greyhound. .|—|/—|—|—|— e.|- : —|— 


ey ch inh aiwins tno) —|—|@|@/—|—|— 
Standard Oil of B. C ..|-|—|—|—-—|— sata 


Standard Oil of Calif.. 
Standard Oil of Ind... 
Standard Oil of La..... —|-— 
Standard Oil of N. J... 
Standard Oil of Ohio... 
Standard Oil of Pa.... 
Standard Oil of Texas |—/—|—|—|—|— $ — 
Star-Kist Tuna .........--—/—|—|-—|-—|— 
Stephano Bros......... Ss a 

Stroh Brewing ......... —|—|—|@|—|—|— 

Sunshine Beer ......... —_ @—-— -— — 
oj fe EG SEIN ace mare  @ -@ 
Tasty Baking Co....... I—'@e — — -|— 
Tea Bureau, Inc...... ePEREE 


yy’ Die eee ees @ 

Tide Water Asso. Oil I@\— 

Tivoli Brewing . — eS AR we 
Trans. Western Air.. BS os ep —|—|—|J— 
Trommer Beer ........ ee - 

Union Oil Co ..........-—(— 
United Air Lines ..... 

U; S&S. Rubber Co'::.... Fe Reina 
Vanti-Pa-Pi-A Corp . 
Vess Beverage Co... 
Walgreen Drug Stores |—|— 
Hiram Walker, Inc 
Washington Distilleries|—|/—|—|/—|—|— [ Jie 
Waterfill & Frazier.. 
Wehle Brewing —_— 
Wesson Oil- Showdrift ee a 


Western Auto Supply... 
Westinghouse 
White Star Refining.. 
Wiedemann Beer ..... 
Wilson & Co 
Woodmen of the Baste 25, JE 
Wm. Wrigley, Jr., Co }+'@ ele 


'e\— 


Posters Sell Television 


Firing an opening gun in the first outdoor 
advertising campaign to sell television sets 
to the public, Gilfillan Bros. displayed 
twenty-five posters in Los Angeles during 
the month of April. Simplicity of design 
and a distinctive quality-appeal keynoted 
the showing, which also included twenty- 
‘five panels advertising electric refrigerators 
and twenty-five on a radio-phonograph com- 
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bination. -Each of the three sets of panels 
was similar in basic design. | 

The designs ‘featured a diagonal panel 
across a darker background of stars and 
planets. They were prepared in the Foster 
and Kleiser Company art department in Los 
Angeles under supervision of L. G. Mathau- 
ser, who worked closely with Peter Heiser, 
sales manager of Gilfillan Bros., and Harry 
C. Drum, vice-president, Smith and Drum 
Advertising Agency. 


Likened to Peach 


A spectacular on Atlantic City’s Board- 
walk is likened to a peach, in a piece of ad- 
vertising literature issued by The R. C. 
Maxwell Company, in which a roof display 
location is offered for sale. A true-to-life 
painting of a peach in color is used to illus- 
trate the words, “It’s a Peach!” 

“It’s a peach of a sign!” states the copy in 
part, “an everbearing advertising tree.” 


JUNE, 1940 


Poster Patter 


Adds Another Member. 

R. B. Burnham, Mansfield, Ohio, is the 
newest member of The Ad-Ver-Tis-Er, Inc., 
Fort Wayne, Ind., localized outdoor poster 
advertising. Recent new accounts reported 
by franchised members include ten posters 
for an ice cream company in Green Bay, 
Wis.; a thirty-six-month showing of ten 
posters for a building and loan company in 
Columbus, Ohio; a forty-poster showing for 
a coke company in Indianapolis, Ind., and a 
small showing for a laundry in Greeley, 
Colorado. 

The next franchise meeting will be held 
at the Fort Wayne headquarters on June 7 
and 8, and the annual meeting will be held 
early in August. W. Frank Welch, presi- 
dent, reports that the present member fran- 
chise holders are doing very well and some 
already have approximately 100 poster panels 
in service. 


Lamar Personnel Shifted. 

Charles W. Lamar, Jr., general manager 
of the Lamar outdoor advertising plants, has 
moved his headquarters from Jackson, Miss., 
to Baton Rouge, La. J. W. Carlier, for- 
merly manager at Baton Rouge, has moved 
to Jackson and is manager of the plant 
there. William Magruder is now in charge 
of the operations of the Baton Rouge plant. 


Acquires Evansville Business. 

The poster advertising business formerly 
conducted by Outdoor Advertising Company 
in Evansville, Ind., was purchased by Evans- 
ville Outdoor Advertising Service, effective 
on May 20. C. H. Rupe is the new manager. 


Now Slayton & Co. 

The name of the E. R. Smith Advertising 
Company, Battle Creek, Mich., has been 
changed to Slayton & Co. P. E. Slayton, 
president, is son-in-law of the late E. R. 
Smith, founder of the company, a pioneer 
poster firm in the state. 


Fulton Back on Job. 


Kerwin H. Fulton, president, Outdoor Ad- 
vertising Incorporated, New York, is back 


at his office after undergoing an operation 


recently. 


Jack Bailey Sells Plant. 

J. T. Bailey, outdoor advertising operator 
at Benton Harbor and St. Joseph, Mich., has 
sold his plant to Adrian J. Klaasen, who will 
operate as the Klassen Outdoor Advertising 
Service. Klaasen has been operating the 
City Sign Company, Holland, Mich. 


Berry Plant Sold. 


Lorentz Christiansen, Petosky, Mich., has 
purchased the Berry Poster Advertising 


Company, Cheboygan, formerly operated by 
L. E. Berry. 


In New Location. 
Rown-Gaines Outdoor Advertising Com- 


pany, Inc. Miami, Fla., formerly at 23 Mc- 


Allister arcade, is now in a new location at 
2317 North Miami avenue. 
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SHEET METAL 


In. stock! More than 25 kinds of sheets including special Panel 


and Sign sheets and all others from plain galvanized to the finest stainless are 


carried by Ryerson for Immediate Shipment. In addition, bars, angles, chan- 
nels, rivets, bolts, welding rod and all other steel products can be secured 
immediately from the one source. When you need steel—call Ryerson. 


There will be no waiting—no delay. 


RYERSON PRODUCTS INCLUDE: 


SHEETS: Structurals Bars, Plates 
Panel and Sign Blue Annealed Channels, Angles Tubing 
Galvannealed Heavy Hot Rolled Tees, Zees Bolts, Nuts 
Copper Alloy Stainless, etc. Hoops, Bands Welding Rod, etc. 


JOSEPH T. RYERSON & SON, INC. Plants at: Chicago, Milwaukee, St. Louis, 
Cincinnati, Detroit, Cleveland, Buffalo, Boston, Philadelphia, Jersey City. 


RVERSON 


TIFFIN “ALL-STEEL’’ STREAMLINED 


BULLETINS used by Blommel Sign Co., Dayton, Ohio 
: 
TIFFIN ART MET AL CO. Manufacturers of All-Steel Sections—Galvanized 


Frames — Moulding—Lattice—Three Sheets—Bul- 
TIFFIN” - - OHIO _ietins—Galvanized Sheets—Corner Irons—Anchors 
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The fluorescent power tubing proc- 
essed under the binderless heat 
treated system gives you assurance 
of a chemically pure tube. There are 
no binders or foreign matters left 
in FLUOR-X tubing to contaminate — 
the mineral or mercury. 


To make it possible for us to supply 
the trade with tubing processed 
with only the pure fluorescent chem- 
icals, it has been necessary for us 
to spend thousands of déllars for 
elaborate and precision equipment, 
not only for coating the glass, but 
to properly prepare the clear glass 
for coating. This process guaran- 
tees lasting uniform colors and bril- 
liance, with a uniform: coating. 


See your jobber—he stocks it or 
will stock it for you 


Or write 


ADLER MANUFACTURING CO. 


NORTH CHICAGO, ILL. 


ONE GALLON COVERS 
800 TO 1200 SQUARE FEET 


NAZ-DAR 


SILK SCREEN PROCESS PAINT 


You can actually lower your paint costs and at the 
same time turn out work of the highest standard. 
Besides greater covering capacity, NAZ-DAR of- 
fers COLOR ... OPACITY ... BRILLIANCE 
... FINE WORKING. For better quality work at 
less cost—try NAZ-DAR Process Paste Paints (in 
the yellow-label cans). 


ST 6-40 


| WRITE FOR FREE BOOKLET 
ay NAZ-DAR COMPANY 


4014-22 N. Rockwell St. 
Chicago, U. S. A. 


Price List. 
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‘William R. Pate Oil 


Bulletin Bits 


Mayor Inspects Bulletins. 

Thirteen “Welcome to Milwaukee” painted 
bulletins, sponsored by the Milwaukee Ad- 
vertising Club and paid for by advertisers 
whose messages appear on the displays, were 
inspected on May 10 by the city’s new youth- 
ful mayor, Carl Zeidler, accompanied by 
Harry Fitzgerald, vice-president of Outdoor 
Displays, Inc., Milwaukee, and five other 
members of the “Welcome to Milwaukee” 
committee. Outdoor Displays, Inc., services 
the displays. The other members were Victor 
Brehm, L. J. Mueller Furnace Company ; 
C. F. Rasmussen, Pabst Brewing Company, 
Company; Arnold 
Naulin, Everbrite Electric Signs, Inc., and 
B. Frank, Milwaukee Gas Light Company. 


Everett K. White Hurt. 

Everett K. White, with the Switzer Adver- 
tising Company, Shawnee, Okla., was in the 
A. -C. H. hospital in Shawnee last 
month recovering from injury received when 
he fell from a bulletin on which he was 
working. A hook pulled loose and he fell 
about 17 feet, suffering a compression frac- 
ture of the second and third lumbar verti- 
brae. 


‘“Salesman’’- Absconds. 

W. Frank Welch, president, The Ad-Ver- 
Tis-Er, Inc., Fort Wayne, Ind., reports that 
a man about 65 years of age, claiming to be 
an advertising salesman, absconded after be- 
ing advanced some money to give him a 
start. Welch warns other sign and outdoor 
advertising firms against being “taken in” 
by the man, who has white hair and some- 
times wears a mustache. 


Buys Building. 

Bertrand Bailey, owner of the National 
Advertising Sign Company, Palmyra, Mo., 
has bought a one-story brick building in the 
south part of the city to accommodate his 
growing business, which was _ established 
four years ago. The company now has 
more than 1,000 signs in northern Missouri 
and Illinois, on a monthly rental basis. All 
the signs are screen-processed. 


Partnership Dissolved. 

The partnership of Addis & Smith, Cleve- 
land sign firm, has been dissolved after 
being in effect for one year. The firm is 
now being operated as the Chas. Addis Sign 
Company at the same address, 8828 Broad- 
way. Charles B. Addis is sole owner. 


Handling Munn Affairs. 

The affairs of Frank Munn & Co., Atlanta, 
which was operated by the late E. Frank 
Munn, are being handled by W. H. Wynne, 
Jr., son-in-law of Munn. Wynne operates 
the Wynne Sign and Advertising Company, 
Atlanta, but no merger of the two com- 
panies has been effected, he reports. 


Bilz Company Moves. 

Bilz Sign Company, operated by August 
F. Bilz in Des Moines, has moved from 
Walnut street to 311 Eleventh street, that 
city. 


The Most Perfect Japan 
Possible to Make— 
COMMONWEALTH 


FLORENCE 
JAPAN 


Skilled Sign Writers Favor It 


FOR QUICK GILDING 


and as a Fine Binder 
in Mixing Colors 


Another Quality Product By 


COMMONWEALTH VARNISH CO. 


2124-34 Parker Ave. Chicago, IIl. 


ASK YOUR LOCAL DEALER OR 
SIGN SUPPLY HOUSE FOR SAMPLE 


Other Famous Commonwealth Products: 
eFibroseal “Clear” 
eFibroseal “Black” 

@Venice Japan Gold Size 
@W-W Brand Window Spar 


Favorites With Sign Artists for 28 Years 


[EDAGE'S 


GLUE 


IS THE 


STANDARD BASE 


for 


LIGHT-SENSITIVE 
SCREEN PROCESS 


WRITE FOR 


FREE SAMPLE! 


RUSSIA CEMENT CO. 


Gloucester, Mass. 


Also Makers of LePage’s Glue, 
LePage’s Photo-Paste and Gripspreader 
Mucilage 
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AMES METAL MOULDING CO., Inc. 


225-229 EAST 144TH STREET, NEW YORK CITY 


Ask For Our 


NEW 1940 CATALOGUE 


Chrome and any other commercial metal— 
Snap-On, Stainless Steel, Edgings and Nosings 


—Display Frames 


WE ARE DIRECT MANUFACTURERS 


MECHANISMS: 


High speed, low speed, any speed- 
FLEXO-ACTION motors will give 
your displays just the right motion. 
Revolutions a second, minute, or day. 


TURNTABLES FOR 30 TO 1000 LB. DISPLAYS 


MERKLE-KORFF GEAR CO. 


219 NORTH MORGAN STREET CHICAGO, ILL. 


ANIMATION 


Renaissance Air Brush Color 


Artists’ Transparent Watercolor 
Water Proof Transparent. 


Ask your dealer for color cards or write. 


JOS. E. PODGOR CO. INC. 


618 Market St. Philadelphia, Pa. 


BUY ACME E-Z 
GRIP SUPPORTS 


REDUCED TO $14.00 PER 1000 


ACME NEON PRODUCTS CO. 
1989 Webster Ave. Bronx, N. Y. 


LARGE THERMOMETERS 
AND CLOCKS 


for billboard and display 
mounting. Sizes—6” to 
96” dials. 

Thermal Products Co. 


Ada, Ohio 


SIGN PAINTERS’ 


Brushes and Materials 


BECKER SIGN SUPPLY CO. 
314 N. Eutaw St. Baltimore, Md. 


d ir, 
oo by 
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NEW PRICE LIST READY 


NET BANNERS 


Complete Ready to Hang 
PORTRAITS — PICTORIAL DISPLAYS 
Plain Nets, All Sizes 


A. W. MILLARD 


(Member L. U. 230, N. Y.) 
2894 West 8th St. Brooklyn, N. Y. 


ADLER SILHOUETTE 
LETTERS and STAINLESS 
STEEL SUPPORTING FRAMES 


In All Sizes and Constructions 
Protected by National Patent Corp. 


ADLER SIGN LETTER CO. 


2909 Indiana Ave.—Chicago 
SIGNS of the Times 


Quantity 
Signs 


A | Decade of Business. 


On April 1, Allison Sign Company, Inc., 
Milwaukee, observed the anniversary of its 
tenth year in the luminous-tube sign busi- 
ness. In those years, R. M. Allison, secre- 
tary-treasurer, points out, the company has 
enjoyed an enviable record in designing and 
making point-of-sale signs, with its entire 
production devoted exclusively to manufac- 
ture of luminous-tube signs in quantity for 
national and regional advertisers. 

Allison is author of the article in this 
issue on the crating and shipping of small 
signs, which contains constructive informa- 
tion based on the company’s experience in 
guaranteeing and assuring safe sign ship- 
ments. 


New Display Company. 

Spectrolux Action Displays is the name of 
a new display company formed in Chicago 
with headquarters at 360 East Grand avenue. 
Principals are Charles N. Crewdson of 
Crewdson Company, and Clarence L. Krie- 
ger, U. S. representative of General Ani- 
mated Signs, Ltd., Toronto, for “Spectro- 
lux” color animation, which will be basically 
incorporated in displays made by the new 
company. Phillip Jaynes, with about twenty 
years of experience in indoor and outdoor 
advertising, is salesman. 


Returns from South America. 

Albert Kellner, export manager, The Por- 
celain Enamel & Manufacturing Company, 
Baltimore, has returned to Baltimore after 
an extended business trip to South America. 
He visited porcelain-enameling plants of 
3razil, Argentina, and Chile, engaged in the 
manufacture of signs and other porcelain- 
enameled products. He says that South 
America is on the threshold of the most 
wonderful development in its history. 


Enlarging Plant. 

Allen-Morrison Sign Company, Inc., quan- 
tity signs, Lynchburg, Va., is having a 
$25,000 addition constructed at its plant on 
Rutherford street. The structure is of brick 
and steel, one story, 310 by 62 feet, with half 
basement. More than 60 per cent of the 
building was under construction last month. 
The building will be used for storage pur- 
poses, according to J. V. Morrison, manager. 


Opens Chicago Office. 


U. O. Colson Company, advertising dis- 
plays and specialties, Paris, Ill., has opened 
an office at 605 North Michigan avenue in 
Chicago, with Jack Wittrup in charge. 

“We are doing a lot of display work now,” 
states U. R. Colson, president, “and our 
growing business along that line has neces- 
sitated this move.” 


Norden Joins Lumen Plastics. 
Mortimer Norden, electrical advertising 

authority, has succeeded Ray Hummel as 

sales manager with Lumen Plastics, Inc., 


New York. 


Have you seen 


Elsie Borden 


in action? 


Designed and Lithographed by Snyder & Black, Inc. 


GREGORY—oldest, and only exclusive 


maker of patented motion devices, 
OFFERS YOU: 
FAULTLESS, FEATHERWEIGHT, INEX- 


PENSIVE UNITS, 100% EFFICIENT, FOR 
AC-DC. 


OPERATION COST—S39c per MONTH! 


Send for “Simplified Display Animation” 


Grecory MOTORS 


59 East 34th St. New York, N. Y. 


NEW Modernistic 


@ Various Styles 

@ Indoor & Outdoor Types 

@ Numerous Sizes 

@ Lowest Prices yet 
Quoted 

Write for Free Catalogue 
ALL AMERICAN 

CLOCK Co. 

3627 S. Halsted St. 
Chicago, IIl. 
QUALITY AT PRICES 
THAT AMAZE YOU 


JACK FROST 


for Efficient and Economical 
Frosting of Glass Tubing, etc. 


B. F. DRAKENFELD & CO,., Inc. 
45-47 Park Place, New York City 
330 N. Ashland Ave., Chicago, Ill. 

Washington, Penna. 
Pacific Coast Agents 


BRAUN CORP., Los Angeles 
BRAUN-KNECHT-HEIMANN CO., San Francisco 


Neon Clocks 


ne one eee CHAIN” 


(Patented) 
Tacks on like tape. Flexible as a 
string. No holes to bore. No trouble 
to mount. New type, brilliant flat re- 
flectors, two sizes: 34” and 14”, with 
adjustable spacings. Send 50c for. 
sample footage. 


The STAR LITE CO., 312 E. Market St., 


Indianapolis 
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For Your Own Protection Ask Your Dealer 


For the Genuine Original 


KING COLE 
BLACK 


and Colors 


Have you 

sent for your 
Free copy of 
our big new 1940 
Catalog of sup- 
plies for Sign Paint- 
ers, Processors, Show 
Card Writers, Artists 
and Displaymen? 


Dealers: 
making line. 


These Colors 
are alive — 
smooth working— 
and have true tone 


and brilliance. They are 
the finest colors that can 

be made; guaranteed to give 
perfect satisfaction. Big gener- 
ous tubes give you 50% more 
color than most others. 


Some restricted territories still available for this fast-selling, profit- 
Write for splendid proposition. Full protection and sales cooperation. 


GEO. E. WATSON CO. 


“The Paint People’ 


164 WEST LAKE STREET 


Your best investment in. . 


eSAFETY FOR WORKMEN! 

eELIMINATION OF TUBE BREAKAGE! 

@ELIMINATION OF SIGN FACE MARRING 
AND SCRATCHING ...IS... 


SarelariP °4 


(Patents Applied For) Cincinnati 


Lasts a Lifetime ... 
Pays for Itself First Time Used! 


@Sturdily built of rust- and corrosion-resisting metal, SAFE-T- 
GRIP lasts a lifetime but pays for itself first time used! 


SAFE-T-GRIP clamps alone, at $4.00 per pair, find numerous 
uses in painting, erecting, maintenance, etc., of signs, walls, 
bulletins, etc. With attachments, at small additional cost, this 
device increases safety and efficiency on practically all types 
of work. 


REDUCED PRICE! 


The great demand for SAFE-T-GRIP is reducing 
quantity production costs which we are passing on 
to you. Clamps have been reduced to $4, attach- 
rae re in proportion—the complete set is now only 
$6.95 f. o. b. Cincinnati. 


GET YOUR SAFE-T-GRIP SET TODAY! 
Agents & Dealers Write for Proposition 


The SAFE-T-GRIP Device Co. 


P. O. Box 36, Sta. F. Cincinnati, Ohio 


wf? 


CHICAGO, ILLINOIS 


SPECIAL OFFER! 


Clamps 

Vacuum Cup Attachment 
(Illustrated below) .. $1.00 pr. 

Extension Arm Attmnt. $1.25 pr. 

Rubber Roller Attmnt. $1.25 pr. 


$7.50 
COMPLETE SET $6.95 


f. o. b. Cincinnati 


Process 


Handles Unique Job. 


Another of the possibilities for screen 
process has been demonstrated by Byrne 
Paint Process Company, St. Paul, Minn., in 
the processing of loose-leaf display sets of 
cardboard so arranged that the “book” can 
be set up and viewed as its “pages” are 
turned over. The sets are illustrative of 
burial vaults, and 250 of them were com- 
pletely produced in the Byrne studio, includ- 
ing idea, design, processing, eyelets, cutting, 
mounting, etc. 


Second Expansion Move. 

As its second move to larger quarters to 
accommodate increasing business, Colorart 
Process Company, Aurora, IIl., is now occu- 
pying 2,400 square feet of space in the same 
building where it has been located. Walden 
James and Harry Murray established the 
company one and one-half years ago. It 
was then known as the Multi-Color Process 
Company. Last October the name was 
changed to Colorart Process Company. Pro- 
duction includes decals, and cardboard, pa- 
per, and other forms of screen-process work. 


Naz-Dar Appoints Doran. 

R. E. Doran is now sales manager of the 
Naz-Dar Company, screen-process supplies, 
Chicago, and has complete charge of all 
sales. He has been with Naz-Dar since 1927, 
except for two years spent with a silk im- 
porting company. 

Doran has taken over sales work formerly 
handled by H. W. Parmele, who is general 
manager. Expanded business resulting from 
an increased sales personnel and enlarged 
dealer organization has necessitated the 
change, General Manager Parmele an- 
nounced. 3 


Selling New Process Press. 

Screen Process Service Company has been 
formed with quarters at 307 Boulevard 
building, Detroit, to sell the new “Johnston” 
process press and photographic screens for 
the trade. Ford Carter, Jr., formerly with 
The Sherwin-Williams Company, Cleveland, 
is president of the new company. 

The “Johnston” press is described as be- 
ing “completely automatic,’ with perfect 
registration. It will make up to 1,000 im- 
pressions an hour. It has a printing area of 
32 by 46 inches and will print on surfaces 
of any thickness. 


Represents Colorgraphic Process. 


Stan Holly, Cincinnati, Ohio, has been 
appointed sales representative in Cincinnati, 
Dayton, and Columbus for the Colorgraphic 
division of the Meyercord Company, Chi- 
cago. He also represents the Velva-Sheen 
Manufacturing Company, Cincinnati, manu- 
facturer of screen-processed advertising dis- 
plays. 


Installs Process Department. 

Philip Morris & Co. New York City, 
cigarettes, has installed a screen-process de- 
partment. Paul Krajoric is in charge. 
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Display 


Installs Bottle Display. 

A study in contrast, between the largest 
and smallest bottles manufactured by the 
Owens-Illinois Glass Company for the 
Frankfort Distilleries, Louisville, received 
advertising prominence in a display installed 
by Frank C. Phillips of Toledo in the 
lobby of the Secor hotel in Toledo, Ohio, 
the glass company’s home city. Phillips is 
a representative of Frankfort Distilleries. 


Sign Depletes Straw Hat Stock. 

A large water-color window sign used by 
the Heath-Johnston Dry Goods Company, 
Waurika, Okla., for a display of straw hats, 
resulted in half the stock being sold out in 
two days, according to Clyde Divers of that 
city, who made the sign. The simple copy 
in the sign, “Fine New Men’s Straw Hats, 
98c and Up,” was surrounded by an embel- 
lished circle border occupying the full 
height of the window. The display was made 
by Lillis Heath of the Heath-Johnston com- 


pany. 


Display Institute Moves. 

Display Institute, New York, training 
school for students of display and advertis- 
ing, will move on June 1 from West Fifty- 
seventh street to larger quarters at 3 East 
Forty-fourth street, where two floors will 
be occupied. A workshop and battery of 
full-sized store windows will be among the 
new facilities. The institute will conduct 
courses in store display, display design, re- 
tail advertising, and display-card art during 
a six-week summer session beginning on 
July 8. 


In “‘Art in Action’’ Exhibit. 


Diego Rivera, famed Mexican artist, will 
be seen this year by visitors at the Golden 
Gate International Exposition, according to 
information received from exposition head- 
quarters. Rivera has consented to be a par- 
ticipant in the exposition’s “Art in Action” 
exhibit, a four-month show revealing the 
“backstage side” of art in major and minor 
projects. It will be the central theme of 
the Palace of Fine Arts. 


Opens New Studio. 

Graphic Art Studio has been opened at 219 
Seventh avenue, New York City, under man- 
agement of Demetris Kakis, who was pre- 
viously associated with leading sign firms. 
The studio specializes in lettering, design, 
illustrations, displays, and posters. 


Molding-Embossing Material. 
Chaspec Manufacturing Company, New 
York, which has been extending the practi- 
cal uses of “Thermoloid” patented molding- 
embossing material for almost fifteen years, 
has developed the applications to include 
the production of deep bas-reliefs and intri- 
cate embossed effects on placques, signs, 
and displays, gift boxes, box tops, frames, 
bases, stands, ornaments, and decorative 
material. The material is made of an as- 
phaltum-impregnated pulp composition, and 
the method combines modern plastic molding 
with the old art of embossing. The mate- 
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In Charge at Detroit 


Mel Beremand, former sales promotion man- 
ager of United Motors, is now general man- 
ager with Gardner Displays, Pittsburgh, in 
charge of the Detroit office, which serves ac- 
counts in Michigan, Indiana, and parts of 


Illinois and Ohio. 


rial is treated under heat and pressure and 
thus made into extreme high-relief forms 
or fine filagree designs. 


Improved Corrugated. 

Sherman Paper Products Corporation, 
Newton Upper Falls, Mass., has announced 
an improvement in corrugated paper for 
displays—a uniform surface, free of ma- 
chine markings. This has been made pos- 
sible by a new corrugating machine, part of 
Sherman’s plant modernization program. 

The new corrugated is in eighteen colors, 
gold and silver metallic, and white. Stand- 
ard widths are 30, 48, 60, and 72 inches in 
rolls of 100, 400, and 1,000 square feet. 


Vacationing in Pennsylvania. 

Roy J. Miller, display-card artist for H. 
P. Wasson & Co., Indianapolis, was enjoying 
a short vacation 
Uniontown, Pa., early in May. as a relief 
from a heavy siege of work. He will take 
another short vacation later in the season. 


Not Yet Active. 


Sun Spot Company of America has placed 
its advertising account with Campbell-Ewald 
Company of New York, Inc., New York 
City, but advertising plans have not as yet 
been completed, the agency reports. 


At New Address. 


Miller Lewis Union Sign Company, Sche- 
nectady, N. Y., has changed its address from 
311 Schenectady street to 151 Erie boule- 
vard. 


A Most Superior Product for Etching 
Glass by the Immersion Method 


ETCHALL “DIP-O” 


For Permanent and Consistent Results 
Prices Right — Satisfaction Guaranteed 
ETCHALL, INCORPORATED 


311 West 23rd Street, New York City 
Plant: New York City 


in the mountains near | 


Bring two new selling forces 
to display animation 


Coming in many sizes, in skele- 
ton, aproned and bakelite cased 
types, SpeedWay Turntables bring 
to display great selling forces: 


(1) Animation that forces. attention. 

(2) Greater display area—the complete 
circumference of the platform mul- 
tiplied by almost any desired height. 

(3) A continuous, repeating display 
that goes on without end. 

(4) An opportunity for 3-dimension 
merchandise display—that shows 
all sides, displays completely. 

SpeedWay Turntables today are the 

base not only for retailers’ merchan- 

dise displays, but for increasing num- 
bers of national advertised, litho- 
graphed and set-up displays as well. 

They are not only being used in 

show windows and on counters, but 

provide ideal island floor displays. 

Providing. trouble-free electric turn- 

. tables in capacities from 5 to 500 lbs., 

' SpeedWay meets all display needs. 

Write for illustrated Catalog Sheets 

giving specifications and prices. 


SpeedWay 


MFG. CO. 


1841 S. 52nd Ave. 
Cicero, Ill. 


WARNING 


ADS ON WIRE 
SCREEN CLOTH 


(Such as Door Screens 
and 
Auto Radiator Screens) 


Are protected by 
U. §. Patents 
and 
Patents Pending 


All infringers and purchasers from 
infringers will be prosecuted. 


3400 Armstrong Ave. 
DALLAS, TEXAS 
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DIRECTORY OF SIGN ERECTION 
AND MAINTENANCE CONCERNS 


1. Indicates firms equipped to secure space 
for and place in their city advertising 
signs furnished by national concerns. 

2. Indicates firms equipped to service such 
signs. 

3. Indicates firms equipped to secure space 
for and place outside their city advertis- 
ing signs furnished by national concerns. 


4. Indicates firms equipped to service such 
signs. 
5. Indicates firms interested in receiving 


orders to erect commercial and electric 
signs in their city and territory from 
concerns outside of their city. 


6. Indicates firms operating an _ electric 
sign maintenance service. 

7. Indicates firms operating a neon sign 
maintenance service. 


8. Indicates firms that do sign erecting ex- 
clusively. 


9. Indicates firms carrying Property Damage 
and Liability Insurance. 


Figures in parenthesis indicate population of territory served. 
Listings—$5.00 per Year. Advertising Rates on Request. 


Alabama (2,646,248) 


Birmingham—259,678. Dixie Neon, 7 1522 Third 
Ave., N.  1-2-3-4-5-6-7-9, 

Mobile—6s, 202. Gulf Coast Sign Co., St. Francis at 
Joachim. 5-7. 
Montgomery—66,075. 310 Dexter 

Ave.  1-2-3-4-5-6-7. 


Nolen Company, 


Arizona (435,833) 


Phoenix—48,118 (119,676). Imler ree Works, 536 
W. Washington St. 1-2-3-4-5-6-7-9 

James Sign Co., 1218 S. Central Ave. 1-2-3-4-5-6-7-9. 

ig ety -Leiber Co., 525 W. Monroe St.. 1-2-3-4-5- 


Arkansas (1,854,482) 


Fort Smith—35,000. Fort rake Sign & Neon Co., 


101 N. 8th St. 1-2-3-4-5-6-7 
Little Rock—81,679. Ark. Sign & Neon Co., 706-10 

Broadway. 1-2-3-4-5-6-7-8-9. 
John P. Baird, 600 W. Markham St. 1-2-3-4-5-6-7. 


California (5,677,251) 


Sacramento—93,750. Electric Sign Rerviee Co., 817 
12th St. 1-2-3-4-5-6 6-7. 


Connecticut (1,606,903) 


Bridgeport—146,716. Claude Neon of Connecticut, 
Inc., 1712 Fairfield Ave. 1-2-3-4-5-6-7-9. 

Norwich—32,438. Ace Neon Displays, 299 Franklin 
St. . 1-2:3-4-5-6-7-9. 


Delaware (238,380) 


Wilmington—106,632. Harting Sign Co., 509 Shipley 
St. 2-4-5-6-7. 


District of Columbia (486,968) 


Washington—486, oo ee Sign Co., Inc., 57 N. 
S . W.  1-2-3-4-5-6-7. 


ste 
Regal he aa Siiiahiit Inc., 921 Florida Ave., N. W. 
1-2-3-4-5-6- 


Florida (1,468,211) 


Tampa—101,334. Herrick gee Sign & Supply Co., 
110 E. Buffalo St. 3-4-5-6-7. 


Georgia (2,908,500) 


Atlanta—270,366. Claude Neon Southern Corpora- 
tion, 254-258 Ivy St. 1-2-3-4-5-6-7. 


Illinois (7,630,634) 


Chicago—3,376,438. Acme-Wiley Signs, Inc., 457 N. 
Racine St. 1-2-3-4-5-6-7. 
gary Electric Co., 8700 S. State St. 1-2-3-4-5- 


NATIONWIDE 


Complete ZEON — NEON — LAMP 
ELECTRIC SIGN MAINTENANCE SERVICE 


FEDERAL ELECTRIC COMPANY 


8700 South State Street Chicago, Il. 


Cincinnati Indianapolis Minneapolis 
Dallas Kansas City New Orleans 
Duluth Louisville Philadelphia 
Houston Milwaukee 


Neon Engineering Co., 1059 E. 76th St. 1-2-3-4-5-6-7. 
a ag 912. Libby Ps Products Co., 1107 Dun- 
e Ave. 2-4-5-6-7-9 
Giieaburg. 2s, 702. P. & M. Electric Co., 208 S. 
Seminary St.  1-2-3-4-5-6-7. 


94 


Indiana (3,238,503) 


Fort Wayne—114,946. The Brinkman Corporation, 
Clay & Superior Sts. 1-2-3-4-5-6-7. 


Iowa (2,470,939) 


Davenport—60,751. Boy Hansen Sign Co., Front & 
Gaines St. 1-2-3-4-5-6-7-9. 

Sioux City—79,183. Kern Advertising Co., 310 Vir- 
ginia St. 1-2-3-4-5-6-7. 


Waterloo—50, 889. Fish Sign Service, 522 Lafayette 
St. 1-2-3-4-5-6-7, 


Kansas (1,879,946) 


Topeka—64,005. Hinkson-Crawford Advertising Co., 


515-19 N. Kansas Ave. 1-2-3-4-5-6-7. 
Neon Tube Light Co., 906 W. 6th St. 1-2-3-4-5-6-7. 
Wichita—110,039. Rich Signs Company, 1801-7 E. 


2nd St. 1-2-3-4-5-6-7, 


Kentucky (2,614,589) 


Louisville—307,808. Wm. G. Wares, Sign Co., Inc., 
551-553 S. Shelby St. 1-2-3-4-5-6- 


Louisiana (2,101,593) 


Alexandria—23,025. 
Soto St. 1-2-3-4-5-6-7 7-9. 


Massachusetts (4,249,614) 


Boston—787,271._ Electric Sign Maintenance Co., 
Inc., 325 Columbus Ave. 2-4-5-6-7-9. 


wees : Neon Service, 87 Northampton St. 2-4-5- 
Pittsfield—49,675. Radding Sign Service, 50 Colum- 
bus Ave. 1-2-3-4-5-6-7-9. 
Springfield—149,642 (325,736). Radding Sign Service, 
89 Broadway. 1-2-3-4-5-6-7-9, 
Worcester—199,311. Murhall Advertising Co., 86 
Foster St.: 1-2-3-4-5-6-7-9, 


Michigan (4,842,280) 
Detroit—1, e79. 985. Walker & Co., 88 Custer St. 1-2- 
tas Walker & Co., 2711 N. Saginaw St. 


Grand ectars tee 592. Mab e4 e Co., 102-104 La 
Grave Ave., S. E. 1-2-3-4-5-6-7-9 
Saginaw—80,715. vised & Co., 823 S. Washington 


Ave. 1-2-3-4-5-6-7- 


Minnesota (2,563,953) 


peat melt eco Twin Ports Sign Co., 206-8 W. Ist 
t: -6-7-9. 
Faribault—12,767. M-L Sign Co., 318-A Central Ave. 
1-2-3-4-5-6-7. 
Minneapolis—464,355. Lyons Sign Service, 2406 5th 
Ave., S. _1-2-3-4-5-6-7-9. 
Nordquist Sign Co., 312 W. Lake St. 1-2-3-4-5-6-7-9. 
R. Neon Mfg., Inc., 2907 E. Franklin Ave. 
1-2-3-4-5-6-7-8-9. 
St. Paul—271,418. Lawrence Sign Hanging Service. 
91 E. Kellogg Blvd. 2-3-4-5-6-7. 


Mississippi (2,069,821) 


Jackson—48,282 (4,800,000). ee Advertising Co., 
Inc., Yerger St. 1-2-3-4-5-6-7-9 


Union Neon Sign Co., 610 De - 


Missouri (3,629,367) 


Kansas City—399,746. C. J. Galbraith, Sign Hanger, 
1522 Montgall Ave. 3-4-5-8-9, 
St. Louis—822,032. G. C. Kirn Adv. Co., 2737-41 
Washington Blvd. _1-2-3-4-5-6-7-9, 
Geo. J. Simon, 3740 St. Louis Ave. 3-8. 


Montana (537,606) 


Butte—39,540: Butte Neon Outdoor Adv. Co., 401-3-5-7 


. Main St. 1-2-3-4-5-6-7-8. 
Helena—11,802. Outdoor Bulletins, P. O. Box 241. 
1-2-3-4-8. 


New Jersey (4,028,027) 


Newark—442,337. American Luminous Sign Co., Inc., 
114 Central Ave. 5-6-7-9. 
Broadway Maintenance Corp., 92 Frelinghuysen 
Ave. (4,028,027.) 2-4-5-6-7-9. 


G. G. Vanderbilt & Co., 351 Halsey St. 5-6-7-8-9. 

Paterson—138,267. Federal Advertising Corp., 177 
Gould Ave. 5-6-7. 

New York (12,588,066) 

Albany—127,358. Leon Neon Service Corp., 398 


Broadway. __ 1-2-3-4-5-6-7-9. 
felix ee Neon Sign Co., 84 S. Pearl St. 
4-5-6-7-9 


Hudson—12,413. Servicenter Neon Sign Co., 45 8th 
St. (Blything). 1-2-3-4-5-6-7-9. 


1-2-3- 


Kingston—28,088. Leon Neon Service Corp., 588 
Broadway.  1-2-3-4-5-6-7-9. ; 

Monticello—3,450. Leon Neon Service Corp., 89 
Broadway, Newburgh. 1-2-3-4-5-6-7-9. 

Newburgh—31,275. Leon Neon Service Corp., 89 
Broadway. 1-2-3-4-5-6-7-9. 


New York City—6,930,446. Broadway Maintenance 
Corp., 47-47 35th St., Long Island City. 2-4-5-6-7. 
Niagara Falls—84,710. General Advertisers Service, 


Inc., 551-553 6th St. 1-2-3-4-5-6-7-9: 
Poughkeepsie—40,288. Leon Neon Service Corp., 7 
New Market St. 1-2-3-4-5-6-7-9. 


1-2-3-4- 
A. J. Aronson, 11 Mathews St. 


Servicenter Neon Sign Co., 122 Main St. 
5-6-7 


5-6-7-9. 
Rochester—328,132. 
2-4-5-6-7. 


North Carolina (3,170,270) 


Asheville—50,193. Asheville Sign Service, 264 Bilt- 
more Ave.  1-2-3-4-5-6-7-9. 

Winston-Salem—75,274. Coe & Hartman Signs, 876 
N. Liberty St. 1-2-3-4-5-6-7-9. 


Ohio (6,689,837) 


Akron—253,653.. Bellows-Claude Neon Co., 861 E. 
Tallmadge Ave. 1-2-3-4-5-6-7, 
Canton—105,524 (300,000). McQueen a x Advy., 


Tuscarawas St. 1-2-3-4-5-6- 
Lackner Co., iS York St. 


Cleveland—900,430. Bellows-Claude Neon Co., 3334 
Prospect Ave. 1-2-3-4-5-6-7. 
Columbus—290,564. Gustav Hirsch Organization, 209 
S. Third St. 5-6-7. 
Ra-Lite Neon Sign Co., 1932-34 So. High St. 
1-2-3-4-5-6-7. 
The P. F. Yoerger Sign Co., 62 E. Long St. 2-4-5- 
6-7-9 
Russells Point—344. 1-2-3- 
4 
Youngstown—182,000. Jenkins Sign Service Co., 1830 


Market St. 1-2-5-6-7-9. 
wb Fr re Installation Co., 381-383 Arlington St. 
5-6-7-9, 


Inc., 136 W. 
Sie WR OE IE 160. 
2-3-4-5-6-7. 


Morgan Neon Signs. 


Pennsylvania (9,640,802) 


Allentown—92,052 (350,000). Buckalew Sign Service, 
526-28 Seventh St. 1-2-3-4-5-6-7. : 
Harrisburg—80, 284. Flexlume Neon Sales & Service, 


1247 Market St. 1-2-3-4-5-6-7-8. 
Lancaster—60,596. Dorwart Signs, James & Mul- 
berry Sts. 1-2-3-4-5-6-7. 
Pittsburgh—669,742. Electric Sign Service Co., 1 
Penn Ave. 1-2-3-4-5-6-7-8. 
Reading—110,289. Hen Johnston, Inc., 30 Penn Ave. 
1-2-3-4-5-6-7-8. 
Harry F. Ramey, 1112 Chestnut St. 1-2-3-4-5-6-7-8. 
Schuylkill Haven—6,510 (250,000). National Out- 
door Advertising Co., Inc., 425 Main St. 
1-2-3-4-5-8. 
Williamsport—45, Py (210,000). Ealer Signs, 215 Pine 
St. 1-2-3-4-5-6- 


Rhode Island (687,497) 


Central Falls—25,928. A. Mandeville Sign Studio, 
146 Summer St. 1-2-3-4-5-6-7. 


South Carolina (1,738,765) 


Greenville—29,081. Union Electric & Sign Co., 24 
E. Court St. 1-2-3-4-5-6-7-9. 
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Tennessee (2,616,556) 


Meee ey 143. Balton & Sons, 169 Gayoso St 

1-2-3-4-5-6-7. 

Nashville—153,866. Nashville yesine Sign Co., 1714 
West End Ave. 1-2-3-4-5-6-7-8 


Texas (5,824,715) 


Corpus Christi—27,741. S +. E Neon System, 319 
. Water St. 1-2-3-4-5-6-7 

San Antonio—231,542. General Neon ts dee ebay 
Co., 800 Lexington Ave. 1-2-3-4-5-6-7-9 


Vermont (359,611) 


Burlington—24,720. Radding fa Service, 9 Me. 
chanics Lane. 1-2-3-4-5-6-7-9 


Virginia (2,421,851) 


Bristol—20,845. Stanford Adv. Corp. 

Richmond—182,883. 
Broad St. 1-2-3-4-5-6-7-9. 

Roanoke—69,096. Stanford & Inge, Inc., 1017 Shen- 
andoah Ave., N. W._ 1-2-3-4-5-6-7-9. 


Washington (1,563,396) 


Tacoma—106,885. Coast Neon Displays, 1121 Com- 
merce St. 2-4-5-6-7-9, 


1-2-3-4-5-6-7. 
Talley Neon Company, 508 W. 


West Virginia (1,729,205) 


Fairmont—35,159. Ahern Rerertneine Corn,, °C: 
Box 246. 1-2-3-4-5-6-7-8-9 
Wisconsin (2,939,006) 


Appleton—25,262. Appleton Neon Sign Company, 
P. O. Box 223. 1-2-3-4-5-6-7-8-9, 


Wyoming (225,565) 


Cheyenne—17,361 (225,565). Prairie Advertisers, 419 
W. 17th St. 1-2-3-4-5-6-7-8-9, 


Hawaii (368,336) 


ane a 582. Rainbow Lights of sybase Ltd., 
219 S. Beretania St. 1-2-3-4-5-6-7-8-9 


HARDWARE 
FOR SIGN ERECTORS 


We are headquarters for Turnbuckles, Eye- 
Bolts, S-Hooks, Wire Rope Clips and Thimbles, 
Lag Bolts, Expansion Shields, Wall Angle 
Brackets, Etc. Here is “WHERE QUALITY IS 
HIGHER THAN PRICE.” Let us supply your 
needs. Write for Bulletin S-520 and price list. 


EDWARD W. DANIEL CO. 


4053 St. Clair Ave. Cleveland, Ohio 
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REQUEST for SIGN ERECTION 
and MAINTENANCE DATA 


Use this coupon if you require Sign Erec- 
tion or Maintenance service in cities or 
towns not covered in this directory, and 
forward it to SIGNS of the Times, P. O. 
Box 1171, Cincinnati, Ohio. 


City in which service is required......... 


Type of service required................. 
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(erection, location, neon repair, etc.) 
TORE FeOMMG a ao be 
Company 
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SIGNS of the Times 


Flashes 


Atlas-Pacific Moves. 

Atlas-Pacific Neon Products, Inc., San 
Francisco, has moved from Eighteenth street 
to 433 Eleventh street, where better facili- 
ties are available. These include daylight 
quarters with a drive-in to the second floor. 

Atlas-Pacific makes ultra-modern fluores- 
cent tubing displays, and recently received 
highly favorable mention in a local news- 
paper. J. J. Figueiredo, president and gen- 
eral manager, has been in the luminous-tube 
sign business since 1928. He also operates 
the Atlas Sign Maintenance Company at the 
same location. 


Occupies New Building. 

Lindsay Sign Company, operated by F.,W. 
Lindsay in Hastings, Neb., is now settled in 
its own new modern building at 717 North 
Pine avenue, Lindsay reports. The building 
has been built to provide facilities for all 
forms of sign and display work. The office 
is illuminated with luminous-tubing lighting 
fixtures, and there is a large luminous- 
tubing clock on the building. 

“We enjoy a good _ business 
around,’ Lindsay says. 


the year 


Installs Tube Lighting. 

Bigger and better quarters in the heart 
of Greenville, S. C., are being enjoyed by 
the Union Electric Company, which has 
moved from Augusta road to 24 East Court 
street. J. T. Stuart, president, reports that 
the new quarters will include a modern, at- 
tractive office and luminous-tube lighting. 
Business in Greenville is going ahead at a 
good pace, he says. 


Enlarges Facilities. 

Neon Sign & Lighting Company, operated 
in Mason City, Iowa, by L. A. Jensen, has 
moved to enlarged quarters at 405 Third 
street, northeast, four squares from the 
heart of the city. 

“We have had about the best spring busi- 
ness I’ve ever seen,” reports Jensen. 


Opens Modern Factory. 

Boy Hansen Sign Company, Davenport, 
Iowa, is opening a modern sign factory at 
Front and Gaines streets, Davenport, in a 
building formerly occupied by the Westco 
Pump Company. On the building is a spec- 
tacular for “Peter Pan” bread, an all-porce- 
lain installation 42 feet long by 35 feet in 
height. 


Specializing in Maintenance. 

Long Island Maintenance has been or- 
ganized with quarters at 286 Merrick road, 
Lynbrook, Long Island, N. Y., to specialize 
in commercial and sign maintenance on 
Long Island. John Buhler and Ernest Nolan 
are managing partners of the company, 
which also manufactures» luminous tubing. 


In Charge of Sales, 


C. H. Crabtree has disposed of his interest 
in the Sun-Glo Neon Products Company, 
Minneapolis, to join the Neo-Lens Corpo- 
ration, Oakland, Calif., where he will be in 
charge of sales. 


MEETING 
COMPETITION 


LINDE ana VOLTARC 


RARE GASES 
$5.00 per liter 


FLUSHING HELIUM and 
EXON---$3.00 per liter 


ALL PORCELAIN ACCESSORIES—Housings, 
Bushings, Cable Supports, etc., 100 pieces at 
1,000 lot price. 


Tube Supports *12.50 per l|OOO 


ACME NEON 
ACCESSORY CO. 


THREE WAREHOUSES 


bo 7 UM RIN Ceara fap eels pss 446 E. Milwaukee 
GRAND RAPIDS..... 1106 Grandville, S. W. 
CREO os ee ne Ga ees a 2866 Farnam 


100 pounds prepaid to within 500 miles of 
warehouse — over 500 miles — $1.00 freight 
per 100 pounds allowed. 


CALLITE TUNGSTEN 


offers as a special bargain 


$18.00 
BUTYL 


PHTHALATE 
Speed 


Condensation 


TO NO voir 


Pump 


PRICE INCLUDES: ELECTRIC 
HEATER AND STAND 


OTHER NEON EQUIPMENT 


@Bombarders 
e@Air Blowers 
@Ribbon Burners 


e@Blast Torches 
@Tipping Torches 
@Gas Economizers 


§ @Vacuum Pumps e@Crossfires 
@Vacuum Testers @Neon Units 
@ Glassware 


CALLITE 
TUNGSTEN CORP. 


538 39th St., Union City, N. J. 
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A ocemeaaienemantbemneaal 


Opportunity Exchange 


VVVVVVVVVVVVVVVVVVVVVVVVVVVVVVVVVVYVVVVVVVVVVVVVVVYVVVY 
WANTED 


Distributors--- Salesmen 


Distributor--- 
Sign Dealer or Agent 


Acquainted with his City and 
Town Officials to sell them 
Street Name Signs, Traffic 
Regulating Signs. 


Liberal commissions paid. 


MUNICIPAL STREET 
SIGN CO., INC. 


777 MEEKER AVE. 
BROOKLYN, N. Y. 


NEON 
ENGINEER 


Experienced in neon 
work and_ production 
of neon apparatus and 
electrodes. | Excellent 
opportunity with grow- 
ing concern. Work in 
Mid-West. State edu- 
cation and experience 
in detail. All corres- 
pondence strictly confi- 
dential. 


Address ‘Box 600”’ 
Care SIGNS OF THE TIMES 


POSITION . WANTED—Thoroughly 
experienced sign man. Full knowl- 
edge of all branches of gum and 
silk screen process; 10 years as 
artist in large metal sign shop, 
and past 11 years as_superintend- 
ent. 40 years of age. Address “Box 
608,” care SIGNS OF THE TIMES. 


POSITION WANTED-—Sign paint- 
er, 12 years’ experience, including 
bulletins, gold leaf, cards and pic- 
torial, would like to connect with 
good coml. shop. Will work as first 
class helper. Go anywhere. What is 
your proposition? Address “BOX 
940,” care SIGNS OF THE TIMES. 


POSITION WANTED 


Neon designer, 10 years’ practical 
experience. Thoroughly capable of 
designing theatre marquees, neon- 
ized bulletins, spectaculars. Compe- 
tent and dependable worker. Will 
go anywhere. Address “BOX 602,” 
care SIGNS OF THE TIMES. 


For selling real quality neon 
electric signs. Union made. 
Underwriters’ approved. Com- 
petitive prices and good com- 
missions. Splendid opportun- 
ity. 


NEON ELECTRIC 
SIGNS, INC. 


Battle Creek, Mich. 


SIGN AGENTS 

or AGENCIES to 
contact large users of Screen 
Processed Metal Signs. Also 
Reflector Signs. 
30 YEARS of SUCCESSFUL 
MANUFACTURING EXPE- 
RIENCE enables us to pro- 
duce a quality product priced 
to obtain the business. 


Write for information 


The Meeker Co., Inc. 


Joplin, Missouri 


SIGN SALEMEN 


Profitable sideline selling Reflecto- 
strip, Reflectobuttons, Reflectolet- 
ters, Reflectobelts and Reflectorized 
signs on commission. 


Write P. O. Box 599 
West New York New Jersey 


WANTED—Permanent position with 
reliable firm, West preferred, by 
first-class coml., bulletin and picto- 
rial man. Expert, original designer. 
Over 20 years’ experience. Capable 
shop foreman. Sober and reliable. 
JACK GREEN, 635 Montgomery St., 
San Francisco, Calif. 


CONNECTION WANTED 
Young man, 25, Protestant, single. 
Artist, 3 years’ training, display- 
design, showcards, some silk screen 
exp. Handy with tools. Willing 
worker. Prefer steady job in small 
mid-west city. Address “BOX 603,” 
care SIGNS OF THE. TIMES. 


FOR SALE 


Neon, Commercial, Outdoor 
Advertising (local and _ na- 
tional) Sign Shop. Building 
and Equipment. Open to prop- 
osition. Good reason for sell- 
ing. Established 32 years. 


Address “Box 604’’ 
Care SIGNS OF THE TIMES 


NEON SKETCHES 


That Bring in the Orders 


For a limited time only, we 
are offering to the sign manu- 
facturing trade ARTISTIC, 
ACCURATE, scaled pencil 
sketches (12”x20”) with neon 
colors shown, drawn to your 
specifications for $1.75 with 
order. 


A trial order will convince. 


SIGN ART SERVICE 


820 17th St., Des Moines, Iowa 


POSITION WANTED 


First class glass blower desires 
connection with reliable firm. 
Prefers Western states. Mem- 
ber I. B. E. W. “BOX 606” 

Care SIGNS OF THE TIMES 


POSITION WANTED—Tube bender 
and pumper wants to connect stead- 
ily with a reliable shop; prefer- 
ably in Central Ohio or vicinity. 
Three years’ experience. Married. 
Sober, competent and reliable. 75c 
per hour. Address “BOX 609,” care 
SIGNS OF THE TIMES. 


Distributors, Salesmen Wanted 
Neon-Like Signs 
Oiled parchment board; transparen- 
cies for all lines of business; over 
300 designs. Indoor and Outdoor 
Signs 8%x14%, 10x24, 18x36—inex- 
pensive. Manufactured by 
THE O. AUSTIN CO. 
42 Greene St. New York City 


JULY OPPORTUNITY EXCHANGE 


FORMS CLOSE JUNE 26 
$2.00 Per Single Column Inch—Cash With Order 


WRITE FOR OUR 


1940 cman 


Will Prove Very Profitable 
To You in Selling Our 


ELECTRIC — EDGELITE 
BRONZE — ALUMINUM 
ENAMEL 
CHANGEABLE 
DIRECTORY SIGNS 


PHILADELPHIA 


ENAMELING WORKS 
254 N. 13th St. —~Phila., Pa. 


Position Open 
TUBE BENDER 


or advanced apprentice capable of 
neat, accurate work on all. types 
of glass, including powdered. Speed 
not essential. Must be willing to 
help with and learn sheet metal 
and other branches of sign work. 
This is an opportunity for a clean- 
cut man to connect and grow with 
an established plant planning fur- 
ther expansion. Give full informa- 
tion about yourself, age, experi- 
ence, salary expected, etc. Also 
character reference. Wise guys, 
floaters, drunks do not answer. 


Address *“‘BOX 607”’ 


Care SIGNS OF THE TIMES 


Wanted — Combination sketch 
and layout man and painter. 
Must be experienced. Good 
salary to right man. 


Apply “BOX 601” 


Care SIGNS OF THE TIMES 


NEON JOB WANTED 


Tube bender and pumper, employed 
in Mid-West town, wants change. 
15 years’ experience. Can also in- 
stall tube manufacturing equipment. 
good deal to reliable concern. 
Am healthy. Address “BOX 610,” 
care SIGNS OF THE TIMES. 


WANTED—Combination man expe- 
rienced in glass bending, wiring, 
painting, layout and construction. 
Dandy proposition for right man. 
State qualifications and reference 
in first letter and salary expected 
to start. Address “BOX 605,” care 
SIGNS OF THE TIMES. 


Silk Screen Specialist—Able to or- 
ganize and manage complete plant 
or department, knows all phases 


and methods. Age 27. Fullest exp. 
Wants position New York or vicin- 
ity. Best references given. Address 
“ALERT,” Room 1101, care Signs 
of the Times, 175 5th Ave., N. Y. C. 


To Answer a “Keyed” Want-Ad, place letter in envelope, stamp it and place key on corner of en- 


velope. 


Place this envelope inside another and mail to SIGNS of the Times. On arrival, inside 


envelope will be addressed and mailed to advertiser. To save postage—when more than one ad is 
answered, place all stamped, keyed envelopes in one envelope addressed to SIGNS of the Times. 
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Materials and Equipment 


Photo-Murals for Outdoor. 


“A system of vitalized advertising” termed 
“a major development” in outdoor advertis- 
ing has been announced by the Outdoor 
Photographic Display Corporation, New 
York, creator and patentee of an “outdoor 
mural ad system,” which brings to outdoor 
advertising the use of big photographic en- 
largements. Application of the “photo- 
murals” to outdoor advertising has been 
developed by David J. Levenkron, president 
of the corporation. 

Copy is recessed and housed in a display 
unit of unconventional design and _ illumi- 
nated by fluorescent lighting. Separate, re- 
movable and interchangeable steel panels 3 
feet wide are slid into place end to end to 
form a single display unit. The number of 
panels determines the length of a display. 

The enlargements are made in tinted oil 
colors, or in black and white, sepia, blue, 
green, red, or other colors. They are 
mounted on the panels indoors and then 
taken to the display where panels contain- 
ing old copy are slid out on _ horizontal 
tracks and replaced by the new. 


Lamp Prices Reduced. 

A sweeping price reduction, averaging 17 
per cent, affecting list values of nearly 100 
types and sizes of lamps, including sign 
lamps, becomes effective on June 1, General 
Electric's lamp department at Nela Park, 
Cleveland, has announced. 


For Cheaper Lighting. 

Hygrade Sylvania Corporation announces 
that in general it will meet the reduction in 
price of electric incandescent and fluorescent 


lamps effective June 1, as put in effect by the 


two large electrical manufacturing com- 
panies. A reduction of approximately 17 
per cent on fluorescent lamps follows a re- 
duction of about 15 per cent in March. 


Adds Heavy-Duty Punch. 

Whitney Metal Tool Company, Rockford, 
Ill., has developed a new power press, a 
heavy-duty punch No. 129, recently intro- 


duced as a new member of the extensive 
“Whitney-Jensen” line. The press was de- 
signed for sign manufacturing and other 
forms of sheet-metal fabrication. 


High-Speed Welder. 

Eisler Engineering Company, Newark, 
N. J., has introduced a 5-kva high-speed 
production spot welder, an air-operated ver- 


HERE’S WHERE . 
all good readers of SIGNS of the Times 


can keep up with their equipment news 
and get their month-to-month informa- 
tion of what manufacturers and sup- 
pliers of materials and equipment are 
doing—another SIGNS of the Times 


service! 
RRR NERS AR EEN SAA REC AE REIT BS Ep TETRA ALL CALLED IRT GE TE TSM Sh | 
tical press type machine supplied with suit- 
able automatic timer and contactor. The 
company states that the machine can be 


easily adapted to many kinds of spot weld- 
ing jobs. 


Hygrade Addition. 


Latest addition to the Hygrade line of 
“Miralumes” (complete fluorescent lighting 
units) is the C-101, a 100-watt unit designed 
for general commercial illumination, em- 
ploying two 40-watt fluorescent lamps (day- 
light or white). 

In this new unit, the lamps and chassis 
are housed in sand-blasted, glass-paneled 
shade, triangular in cross-sectional shape. 
This shielding, with the arrangement of the 
two fluorescent lamps, causes some light to 
be directed downward and to the sides for 
direct illumination, while the rest is di-. 
rected upward for semi-indirect lighting. 


Multiple-Message Letters. 

The Welch Neomatic Manufacturing Com- 
pany, Los Angeles, incorporated in June, 
1939, is now tooling for mass production of 
“Neomatic” units for animating luminous- 
tube signs, reports R. F. Bruner of the 
company. Messages are formed through the 
use of composite letter units, and ten mes- 
sages of one to fifteen letters each can be 
flashed in 20 seconds. Letters can be made 


@ CLASSIFIED ADVERTISEMENTS 2 


RATES—7c PER WORD ONE INSERTION, 6c PER WORD SIX INSERTIONS, 5c PER WORD TWELVE INSER- 
TIONS. NO AD TAKEN FOR LESS THAN $1.50 PER ISSUE. Cash Must Accompany Copy to Insure Publication. 


ADVERTISING—HOME STUDY 


THE ADVERTISING-MINDED SIGN MAN is 
qualified to make the most money. Many have 
graduated from this long-established school. Com- 
mon school education sufficient. Send for free book- 
let outlining home study course and requirements. 
PAGE-DAVIS SCHOOL OF ADVERTISING, 3601 
Michigan Ave., Dept. 2114, Chicago. 


AGENTS WANTED 


BIG MONEY applying initials on automobiles. 
Write for particulars and free samples. AMER- 
ICAN LETTER COMPANY, Dept. 50, Dunellen, 
New Jersey. 


NEWLY PATENTED reflecting flash display offers 
unusual profits. Opportunity for neon_ salesman. 
Non-conflicting. Write MIR-O-LITE, INC., Lin- 
coln, Neb., for details. 


BRONZE SIGNS, Nameplates, Memorial Tablets, 
Letters, Bulletin Boards, Railings, Metal Special- 
ties. Always a ready market. Easily sold. Big 
rofits. Write for full particulars and new catalog. 
YEWMAN, 673 W. 4th St., Cincinnati, Ohio. 


FASTEST SELLING WINDOW and AUTO LET- 
TERING—Metallic Two-Tone Gold and Silver Ef- 
fects. Easily applied. Used for permanent inside 
or outside sign arrangements. Liberal samples. 
“READY-MADE,” 217 West 22nd St., Los Angeles, 
California. 


AIR COMPRESSORS 


IDEAL (FULLY AUTOMATIC) air compressor 
with motor, tank, hose and gun, only Write 
for details. GENERAL SALES, Port Washington, 


Wisconsin. 


SIGNS of the Times 


ART SCHOOLS 


LEARN TO MAKE Pictorial Signs, Bulletins, 
Scene, Poster, and Tavern Paintings, Murals, Dio- 
ramas, etc. Practical, inexpensive Correspondence 
Courses. Write for reduced rates today. ENKE- 
BOLL ART SCHOOL, Omaha, Neb. 


CHALK TALKS 


YOU can Entertain with Chalk Talks for all occa- 
sions. Laugh ima Program of 23 Comic Trick 
Chalk Stunts, $1.00. Illustrated Catalog, 10 cents. 
BALDA ART SERVICE, Dept. 44, Oshkosh, Wis. 


DECALCOMANIAS 


SOMETHING NEW! Genuine Lithographed Decal 
Transfers, now offered in small quantities. An im- 
print on your sign insures wide advertising pos- 
sibilities. Sideline salesmen wanted; prospects 
everywhere—good commission, steady repeats. Also 
make big money with automobile initials—50 styles. 
Samples Free. RALCO, 1305 Washington, Boston, 
Massachusetts. 


FLUORESCENT TUBE SUPPLIES 


FLUORESCENT POWDERS, 
Fluorescent equipment installed, 

chemicals for the manufacturing 

powders, Special lamps made _ to 
Quartz lamps for testing fluorescent colors. 
sulting work. ALEXANDER, E.E., 
23rd St., New York. 


all colors, binders. 
furnaces and 
of fluorescent 
specification. 
Con- 


PHOTOGRAPHIC BLOWUPS 


MAKE GIANT PHOTOS and BLOWUPS in your 
own shop easily and economically. No art ability 
needed. Send today for complete Illustrated In- 
structions, only $1.00. Details Free. FOGARTY, 
49 Longview Ave., Fairfield, Conn. 


115 West. 


SCHOOLS—WINDOW DISPLAY 


SPECIAL SIX-WEEK SUMMER COURSES in 
Window and Store Display, Showcard Writing, Dis- 
play Design, Retail Advertising, Sales Promotion. 
Special low tuition. Practical instruction. Place- 
ment opportunities. Booklet ST. DISPLAY INSTI- 
TUTE, 119 W. 57th St., New York City. 


COURSES IN WINDOW AND STORE DISPLAY, 
Background Design; Merchandising Ideas; Exhi- 
bition Displays; Show Card Writing; Advertisin 
Copy and Layout. Personal Training—Individua 

Advancement. No Correspondence Courses. William 
F. Ray, Pres., J. Duncan Williams, Dir., formerly 
editor of Merchants Record and Show Window, 
THE RAY SCHOOLS, Department S.T.6, 116 
South Michigan Boulevard, Chicago, Illinois. 


SIGN PROJECTORS 


For enlarging prints and sketches. Many makes 
and models new and used, 100 to 500 watts, 4x4 to 
9x9 picture opening, $5 to $25. List Free.—Set of 
400 projector pictures, headings, etc., for signs and 
show cards, $2.00. SIGN PUBLISHING CO...) 2325 
Cass Ave., St. Louis, Mo. 


SMOCKS 


SMOCKS—for artists and signmen. Made of heavy 
long-wearing material, $2.50 postpaid. Mail money 
order today. Immediate delivery. WINGERT 
BROTHERS, 311 Olive St., St. Louis, Mo. 


WELDERS—FLAME & ARC 


ELECTRIC WELDER, $15. Welds all metals and 
aluminum. Send 10 cents for description. Refund- 
able on order. E. KIRSTEIN, 89 Westminster Rd., 
Rochester, N. Y 
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from 6 inches to 60 feet in height, and the 
over-all length can be from 6 feet to 100 
feet or more, horizontally, vertically, on a 
curve, or as a part of another sign. 

The company recently completed the de- 
velopment of a 6-inch indoor display panel 
in addition to its spectacular displays. Large 
units are produced in the plant of the Elec- 
trical Products Corporation, Los Angeles. 

The officers and directors of the company 
are T. Ross Welch, president and chief engi- 
neer; Donald W. Douglas, vice-president 
(president, Douglas Aircraft Company, Inc.) ; 
Harry William Elliott, secretary-treasurer 
(attorney); J. C. Garrett, director (presi- 
dent, Garrett Corporation), and A. E. Ray- 
mond, director (director of engineering, 
Douglas Aircraft Company). 


At Allentown Gathering. 

The store of the Emaus Coal and Lumber 
Company in Allentown, Pa., was the scene 
of a recent gathering of people interested 
in sign and display work, when motion pic- 
tures taken by Harold Raynolds, manager 
of the fine arts division of Devoe & Ray- 
nolds Company, Inc., were shown. 

In the picture are, first row, left to right: 
L. King, Somack’s, Inc.; C. Moyer, Kock 


Bros.; C. Keyser, H. Leh & Co.; L. Smith, 
I. Benesch & Son; R. Leopold, H. Leh & 
Co.; C. Chapman, Devoe & Raynolds; T. 
Yarema, Boyd theatre; L. Gernert, M. S. 
Young & Co. Second row: W. A. Kohl, 
Esquire Sign Company; S. Merkin and J. 
Peacock, H. Leh & Co.; J. Schell, Kuhns & 
Shankweiler, F. Seipel, H. Leh & Co.; P. 
Minnick, C. Y. Schelly & Brother; R. Horn, 
Farr Shoe Company; J. Denitz, Eiden, Inc.; 
H. Rohrbach, Emaus Coal & Lumber Com- 
pany, Inc.; R. Moore, Zollinger-Harned 
Company. 


Process Forums Held. 

A well-attended screen-process forum was 
conducted at the Colonial hotel in Cleveland 
on the evening of May 21, by T. J. Ronan 
Company, Inc., New York, process paints; 
George H. Pembroke, Inc., New York, photo 
film, and the S. C. Wagenman Paint Stores 
Company of Cleveland. Some 225 people 
attended from Cleveland and surrounding 
towns. 

S. C. Wagenman acted as chairman, and 
demonstrations were given by Jack Golden 
of the Pembroke company, and Arthur T. 
Ronan, president of the Ronan company. An 
interesting question-and-answer period fol- 
lowed the demonstrations, after which lunch 
and refreshments were served. 

Demonstrations of photographic screen 
work highlighted the second screen-process 
forum conducted at the quarters of the 
Joseph E. Podgor Company, Philadelphia, 
on April 24 and 25. Participating in dis- 
cussions were Arthur Ronan and Joseph 
MacNamee, T. J. Ronan Company; George 
Duffy, Sherman Paper Company; Carleton 
Jones, “No-Tax” screens; Harry Averick, 
Nu-film Products Company; William Fran- 
zer, Profilm Corporation; Frank Panepinto, 
“Renaissance” air-brush colors; Jack Gol.l- 
en, George H. Pembroke, Inc., and Joseph 
E. Podgor of the Podgor company. 

A three-day forum was conducted at 
Cappy & Co., Pittsburgh, on April 18, 19, 
and 20. More than 200 people are reported 
to have attended, and speakers were Arthur 
T. Ronan and Jack Golden. 

The forums have been so successful that 
others were scheduled to be held at The 
Conlon Company, Bridgeport, Conn., and 
Glantz Sign Supplies, Hartford, Conn. 


Furthers Interior Lighting. 

Acme Neon Accessory Company, in con- 
junction with General Luminescent Corpo- 
ration, conducted meetings in Detroit, Grand 
Rapids, and Omaha, to further the promo- 
tion and use of interior luminous-tube 
lighting. There were about 150 present at 
the Detroit meeting, 57 in Grand Rapids, 


and 75 in Omaha. Charles Pollak, presi- 
dent of General Luminescent, was the 
speaker. 


Ryerson’s Open House. 

Climaxing large-scale preparations to ac- 
quaint customers with Ryerson stocks and 
plant facilities, Ryerson’s open house at the 


Palumbo’s restaurant in Philadelphia was the scene of the annual banquet at which the Jos. E. 
Podger Company, Inc., Philadelphia art and sign supply firm, celebrated its sixth anniversary 
in the business. 
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Chicago warehouse, May 11, was attended 
by more than 3,000 visitors. The huge 
crowd, which included many out-of-town 
guests, witnessed the opening of the new 
steel building and went on specially con- 
ducted tours through the entire plant, where 
many new services and products were on 
display. 


Conducts Two Clinics. 

Two of its popular screen-process clinics 
were conducted at The Sherwin-Williams 
Company last month, one in Chicago on May 
16 and 17, and one in Indianapolis on 
May 20. 


The Chicago sessions (see picture) were 


at the Midwest Athletic Club, under auspices 
of Sherwin-Williams and Geo. E. Watson 


Company. Leo E. Schroeder and G. J. Zim- 
merer of the Watson company were chair- 


_ men. Speakers and demonstrators were Fred 


Wood and Bert Zahn of Sherwin-Williams, 
Robert Stack of Paasche Airbrush Com- 
pany; J. Ulano of Nu-film Products, Inc., 
and Fred Maynard. An attendance of 845 
was reported for the two days. 


Gets Achievement Award. 

The Douglas Fir Plywood Association re- 
ceived first prize in the American Trade 
Association Executives’ eighth national con- 
test for “outstanding trade association 
achievement.” The prize, in the form of a 
bronze medallion award, was presented by 
Edward J. Noble, under-secretary of com- 
merce, U. S. Department of Commerce, at 
the Mayflower hotel, Washington, on April 
29. The award, he said, was for the asso- 
ciation’s “achievement in. formulating an 
exceptionally well-rounded program and 
carrying it through during 1938-39 in a 
sustained and highly successful manner.” 


Letters in Demand. 

Spencer Studios, Inc., Philadelphia, is re- 
porting considerable demand from the trade 
for its “Stay-Brite” stainless steel sign let- 
ters, which come in a variety of sizes from 
2 to 18 inches. They are easy to apply 
with the company’s “Letterstick’” adhesive, 
and are being used on trucks, store fronts, 
signs, displays, and windows. 


Opens U. S. Plant. 

Vibra-Lite (Canada) Limited, Toronto, 
operating “Vibra-Lite” animated displays, 
involving a system of fascinating colored 
illumination for bulletins, posters, and wall 
displays, now has a plant in full operation 
in this country, Morley Gain, vice-president, 
has announced. Initial installations in this 
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READY REFERENCE 


Directory of Leading Firms Serving the Sign Advertising Industries 


This directory is limited to advertisers in the display or Ready Reference columns of this magazine. 


See advertising index (next to last page) for reference to advertisements for products listed here. 


Action Display Units 

American Display Co., Dayton, Ohio. 

Gregory Motors, 59 E. 34th St., New York City. 
THE MASTER ELECTRIC CO., Dayton, Ohio. 
Merkle-Korff Gear Co., 213 N. Morgan St., Chicago. 
MOTION DISPLAYS, INC., 29 Ryerson, Brooklyn. 
SpeedWay Mfg. Co., 1841 S. 52nd St., Cicero, Ill. 


Air Brushes 


Paasche Airbrush Co., 1907 Diversey Pky., Chicago. 


airpainting 
equipment 


- . « Opens up new fields—new business—more 
profits—bigger commissions—better jobs. In- 
vestigate ‘Flocking’? and other airbrush possi- 
bilities. Write at once for full information on 
opportunities for you. Address Art Division, 


1907 Diversey Parkway, Chicago, Illinois — 
or see your Dealer. Ask or write for Bulletin 
R6-37 TODAY. 


Thayer & Chandler, 910 W. Van Buren St., Chicago. 


THE FOUNTAIN AIRBRUSH 


A New Air Brush For 
ant The Displayman 


.' 
7...) WORE 


Send for Catalog 52-S 
Thayer & Chandler 
910 W. Van Buren St. Chicago, Ill. 


The Wold Air Brush Mfg. Co., 2173 N. California 
Ave., Chicago, III. 


Send forthe 


“in 1891 


THE WOLD AIR BRUSH 
aN MANUFACTURING COMPANY 
Y 2173 North California Avenue 
CHICAGO - - - ILLINOIS 


Artists’ Colors 


THE AMERICAN CRAYON CO., Sandusky, Ohio. 
CARTER’S INK CO., Cambridge Station, . Boston, 


Artists’ Materials | 


M. GRUMBACHER, 462 W. 34th St., New York. 
Joseph E. Podgor Co., Inc., 618 Market St., Phila- 
delphia, Pa. 


Asbestos Pattern Paper 
Grant Wilson, Inc., 4103 Taylor St., Chicago, Ill. 


NEO-BESTOS 


ASBESTOS PATTERN PAPER 
Made for Neon Pattern Use Only! 
@No Fumes @Long Life 
@Clear Tracings @Free Carbon 
Write for Sample 
GRANT WILSON, INC. 
4103 TAYLOR ST. CHICAGO, ILL. 


Bolting Cloth 


Silk Screen Supplies, Inc., 1 Hanson Pl., Brooklyn. 


SIGNS of the Times 


Books 


Harold Holland Day, Box 1345, Hollywood, Calif. 
Harper & Bros. Publishing Co., 49 E. 33rd St., 
New York City. 
ae adeeemea BOOK CoO., 330 W. 42nd St., New 
ork. 
The Signs of the Times Pub. Co., Cincinnati, Ohio. 


Brass and Bronze Letters 
John M. Doyle, 14 South Third St., Philadelphia, Pa. 


BRONZE SIGNS 
TABLETS AND LETTERS 


“Anything in Metal’’ 


Bronze Brass Copper Aluminum 
Stainless Steel Chromium Porcel Bronze 


Free Sketches—Sensible Prices—H'rite for Catalog 


JOHN M. DOYLE 
14 SOUTH THIRD ST., PHILA., PA. 


International Bronze Tablet Co., 36 East 22nd St., 
New York City. 


BRONZE, e'€igns 


A complete line of signs, nameplates, tablets, 
letters, plaques, etc. Made promptly to your 
order. Lowest trade prices. Sketches are 
submitted free for your prospects’ approval. 
Send wording and size today. Trade price 
list and full information on request. 


International Bronze Tablet Co. 
36 EAST 22 ST. NEW YORK,NY. 


Spanjer Bros., Inc., 1160 Howe St., Chicago, Ill. 


and Newark, N. J. 


United States Bronze Sign Co., 570 Broadway, New 
York City. 


TO THE TRADE—tThis is Model SA 


A cast bronze sign that sells profitably 


to all sorts of customers. Send measure- 
ments and wording for this SA style and 
get its Special Low Price and a Free 
Preview Sketch. 


TRADE HEADQUARTERS 


U. S. BRONZE SIGN CO.., Inc. 


Broadway at Prince St. New York, N. Y. 


Brass and Bronze Signs 


The Turner Brass Works, Sycamore, III. 


BRASS-BRONZE-ALUMINUM 


Signs, Tablets, Name Plates, Letters, Figures, 
Plaques and Memorials 
Complete Range of Sizes and Designs 
Write for Catalogue Sheet—Dept. S 
Sign Shops and Salesmen—tThe Turner Line will 
make money for you—Write for Information 


"TURNER 


Sycamore, Hl. U.S.Ac 


United States Bronze Sign Co., 570 Broadway, New 
York City. 


Bronze 
Ribbon 
Letters 


Pep up 
a small 
Store 
Front 


Sales are easy. Send Copy and size of space 
for low price and Free Preview Drawing. 


U. S. BRONZE SIGN CO.., Inc. 


570 Broadway New York, N. Y. 


Brushes (Lettering) 


Cushman & Denison Mfg. Co., 135 W. 23rd St., 
New York City. 


*“CADO” 


PAT. PEND. 


WRITES LIKE A BRUSH ! 
‘ AND DRIES INSTANTLY 
Fill It and Use Like a Fountain Pen 
For writing advertisements, show cards, 
etc. For marking boxes, parcels, etc. 
Just Out—Nothing Like It on the Market 
CUSHMAN & DENISON MFG. CO. 
135 W. 23rd St. New York City 


a 


Brushes 


M. GRUMBACHER, 460 W. 34th St., New York. 
Harrison Brush Co., 4714-16 Market St., Phila- 
delphia, Pa. 


Bulletin & Directory Boards 


Uneeda Sign Service, 270 Bowery, New York City. 


Bulletin Colors 


ALSTON-LUCAS PAINT CO., 1031 N. Throop St., 
Chicago, IIl. 


T.J. RONAN CO., Inc., 749 E. 135th St., New York. 


Burners (Gas) 


Callite Tungsten Corp., 538 39th St., Union City, 
New Jersey. 


Card ‘ine Sign Writers’ Supplies 


Becker Sign Supply Co., 314 N. Eutaw St., Balti- 

more, d. 

Dick Blick Co., Galesburg, III. 

The Conlin Co., 62 Elm St., Bridgeport, Conn. 

Arthur F. Hoerauf & Co., 525 Woodward Ave., 
Detroit, Mich. 

GEO. E. WATSON CO., 164 W. Lake St., Chicago. 


Cardboard Manufacturers 


CHICAGO CARDBOARD CO., 666 Washington 
Blvd., Chicago. 

HURLOCK BROS. CO., INC., 3436-38 Market St., 
Philadelphia, Pa. 

NATIONAL CARD, MAT & BOARD CO., 4318-36 
Carroll Ave., Chicago, Il. 


Casting Patterns (Letters, Plaques, 
Etc. ) 


Spanjer Bros., 


Inc., 1160 Howe St., Chicago and 
Newark, 2 


Chain (Sign Hanging) 


The Bead Chain Mfg. Co., 36 Mt. Grove St., Bridge- 
port, Conn. 


Clocks (Electric) 


All gaa a Clock Co., 3627 So. Halsted St., Chi- 
cago, : ‘ 
. J. Borden, 4209 So. Broad St., Trenton, N. J. 

GLO-DIAL CLOCK CORP., 1864 W. Washington 
Blvd., Los Angeles, Calif. 

Modern Clock Advertising Co., 212 Broadway, New 
York City. 

NATIONAL TIME & SIGNAL CORP., 600 E. Mil- 
waukee Ave., Detroit, Mich. 
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Color Hoods 


REYNOLDS ELECTRIC CO., 2621 W. Congress St., 
Chicago. 


For all lamps, SI1 to 500W 
Natural Colored Glass | 


2621 W. CONGRESS ST. 


1900 
CHICAGO, ILL. 


Cutting Machine 


International Register Co., 11 S. Throop St., 


. Chi- 
cago, Ill. pereee | 


Decalcomania Papers 


B. F. Drakenfeld Co., Inc., 45-47 Park Place, New 
York City. 


SIMPLEX and DUPLEX 
DECALCOMANIA PAPERS 


B. F. DRAKENFELD & CO., Inc. 
45-47 Park Place New York City 


Display Materials 
Carstenite Sales, 228 N. LaSalle St., 


Chicago, Ill. 


CARSTENITE 


(Actual Wood, Resin Fused to Masonite) 
The Ideal Display Material 


@Signs @ Backgrounds 
@ Displays @ Fixtures 
Send for free Sample and Literature 


Carstenite Sales 7% X90; LASALLE ST. 


SHERMAN PAPER PRODUCTS CORP., Newton 
Upper Falls, Mass. 


Easels (Cardboard ) 


HURLOCK BROS. CO., INC., 3436-38 Market St., 
Philadelphia, Pa. 


Electrode Manufacturing Machinery 


Callite Tungsten Corp., 538 39th St., Union City, 
New Jersey. 

Electrodes (Neon Tube) 

Callite Tungsten Corp., 538 39th St., Union City, 


New Jersey. 


De-Lux Neon Mfg. Co., 1134 N. Brauer, Oklahoma 
City, Okla. 


sip ce Co., 740-770 So. 13th St., New- 
ark, N. 
Engineering Glass Laboratories, 32 Green St., New- 


ark, 


SUPERIOR NEON PRODUCTS CO., 127 W. 17th 
St., New York City. 


ELECTRODES 


= Highest efficiency, trouble- 
4 free. Guaranteed against 
wire leaks and cracks. See 
your jobber or write us. 


SUPERIOR NEON PRODUCTS CO. 
127 West 17th St. : - New York City 


Electrode Shells 


Swedish Iron & Steel’ Corporation, 17 Battery Pl., 
New York City. 


Etching Compounds (Glass) 
Etchall, Inc., 311 West 23rd St., New York City. 
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Flashers (Electric Sign) 
Automatic Electric Mfg. Co., Mankato, Minn, 
Betts & Betts Corp., 551 W. 52nd St., New York. 


FLASHERS &® 


@e Motor Driven 
Silver, Brush, or Mercury Contact 


© Thermostatic 
Flashers and Flasher Cord Sets 


BETTS « BETTS 


551 WEST S2nd STREET, NEW YORK, 


nee 


N. Y. 


REYNOLDS ELECTRIC CoO., 2608 W. Congress St., 
Chicago, Ill. 


ee FLASHERS 


“Old Reliable” Brush 
Silver Contact-Thermo 

Magnet-Dimmer- ; 
Controls. 


World’s Largest Manufacturer of Flashers 
EST’D “Ter 1900 


ox. 
4 ic COMPANY 
2608 W. CONGRESS ST. CHICAGO, ILL. 


SANGAMO ELECTRIC CoO., 
Springfield, Ill. 


Flashers (Motorless ) 


Betts & Betts Corp.. 551 W. 52nd St., New York. 
REYNOLDS ELECTRIC CO., 2642 W. Congress St., 
Chicago, Ill. 


1022 Converse Ave., 


THERMOSTATIC “2 a 
FLASHERS _: 


“SKEDOODLE” 


Receptacle and cord sets 
Motorless Flashers 


World’s Largest Manufacturer of Flashers 


ESD FREESE RED —_ 1900 


2642 W. CONGRESS ST. CHICAGO, ILL. 


Fiock 


" CLAREMONT WASTE MFG. CO., Claremont, N. H. 


Myers-Lipman Wool Stock Co., 20-26 N. 
New York City. 


Moore St., 


Fluorescent Powders & Binders 
F. Alexander, E. E.. 115 W. 23rd St., New York. 


FEDERAL FLUORESCENT CO., 20 W. 22nd St., 
New York City 

GENERAL LUMINESCENT CORP., 732 Federal 
St., Chicago. 

NEON SIGN SUPPLY, Inc., 2020 W. Walnut St., 
Milwaukee, Wis. 

Fluorescent Tubes 


Adler Mfg. ah 2210 Commonwealth Ave., North 
Chicago, [Il 

HYGRADE SYLVANIA CORP., 60 Boston St., 
Salem, Mass. 

Supro Lux Mfg. Co., Inc., 127 W. 17th St., New 
York City. 


ONE YEAR 
GUARANTY BOND 


and new sales plan 
to help your selling. 
Get full details. 


| SUPROLUX Mig. Co. Ine. 92738 


SUPRO LUX 


FLUORESCENT 
TUBING 


Frames (Display-Metal). 
Colonial Sales Corp., 928 Broadway, New York City. 


Frosting for Glass Tubes 


B. F. Drakenfeld & Co., Inc., 45-47 Park Pl., New 
York City. 
Efchall, Inc., 311 West 23rd St., New York City. 


Fuses (Neon Sign) 


Littlefuse, Inc., 4777° Ravenswood ha Chicago. 


country have been received most favorably, 
Vice-president Gain says. 

The new plant is operating as the Kalalite 
Display Service, Inc., in Kalamazoo, Mich., 
with quarters in the Remington building. 
J. H. King is managing director in the 
United States. 


Flood-Light Improvement. 

A new eliptical flood light with improve- 
ments and advantages said to increase flood- 
lighting efficiency has been announced by 
Revere Electric Company, Chicago. This 
new unit illuminates large or small areas 
very uniformly, according to the Revere 


company, and it is so designed that adjust- 
ments can be made from one position. It is 
controlled by two set screws, one for vertical 
positioning of beam pattern and one for 
horizontal. 

The neck that houses the socket and forms 
the reflector mounting is made to rotate left 
and right, and is controlled by one set screw. 


| It offers a wide range of horizontal beam 


positions. Degree markings are on the cap 
to permit exact position desired. The light 
will accommodate 750-1,000-1,500-watt lamps, 
and is also available for 300-500-watt lamps, 
as well as 400-watt mercury, and 750-1,000- 
watt bi-post. 


Back to Honolulu. 

DeWarren Bridges, who formerly operated 
the U C R Neon Engineering Service, Hono- 
lulu, Hawaii, has returned to Honolulu, 
where he has established the Excel Neon 
Laboratories. During the last year Bridges 
handled distribution of neon supplies out of 
Birmingham, Ala., and Miami, Fla. Prior 
to his original establishment in Honolulu, 
Bridges was with the Johnson Electric Com- 
pany, Cincinnati; Interstate Electric Com- 
pany, Birmingham, and the Electric Appli- 
ance Company, New Orleans. 


Issues New Color Book. 

Chicago Vitreous Enamel Product Com- 
pany, Cicero, IIl., has issued to the porce- 
lain enameling industry a color book of its 
color oxides for porcelain enamel. In its 
twenty-four pages, it presents basic infor- 
mation on what color oxides are, how they 
are made, and how they are handled and 
applied. It contains 115 color chips in 
various classifications, among which are 
twenty-four sign colors. 


Increases Factory Space. 

James F. Magurno of Etchall, Inc., New 
York City, manufacturer of etching products 
for use on glass and metals, announces that 


JUNE, 1940 


Gases for Tube Signs 


AIR REDUCTION SALES CO., 60 E. 42nd St., 
New York City. 

THE LINDE AIR PRODUCTS CO., 30 E. 42nd St., 
New York City. 


Glue (For Process Work) 


Russia Cement Co., Gloucester, Mass. 


Gold Leaf 


HASTINGS & CO., 817 Filbert St., Philadelphia, Pa. 


Housings 


CORNING: GLASS WORKS, Corning, N. Y. 
Porcelain Products, Inc., Findlay, Ohio. 
The Universal Clay Products Co., Sandusky, Ohio. 


Iron and Steel Sheets 

THE AMERICAN ROLLING MILL CO., Middle- 
town, Ohio. 

JOSEPH T. RYERSON & SON., INC., 2558 W. 16th 
St., Chicago, Il. 

YOUNGSTOWN SHEET & TUBE CO., Youngs- 
town, Ohio. 

Japan 

Commonwealth 
Chicago, III. 


Ladder Attachments 


THE SAFE-T-GRIP DEVICE CoO., P. O. Box 36, 
Sta. F, Cincinnati. Ohio. 


Varnish. Co., 4124-34 Parker Ave., 


Lamps (Sign) 
GENERAL ELECTRIC CO., Nela Park, Cleveland. 


Lettering Keys 

Consolidated Sign Letter Co., 416C South Dearborn 
t., Chicago, Il. 

Letters (Aluminum) 


Spanjer Bros., Inc., 1160 Howe St., Chicago, IIl., 
and Newark, N. J. 

United States Bronze Sign Co., 570 Broadway, New 
York City. 


Letters (Brass and Bronze) 


Spanjer Bros., Inc., 1160 Howe St., Chicago, III., 
and Newark, N. J. 


United States Bronze Sign Co., 570 Broadway, New 
York City. 


Letters (Cast Synthetic Stone) 
Spanjer Bros., Inc., 1160 Howe St., Chicago, III. 


Letters (Chromium Plated) 


Spanjer Bros., Inc., 1160 Howe St., Chicago, IIl., 
and Newark, N 


United States Bronze Sign Co., 570 Broadway, New 
York City. 


Letters (Cut-out) 


Spanjer Bros., Inc., 1160 Howe St., 
and Newark, N. J. 


Letters (Display) 


Spanjer Bros., Inc., 1160 Howe St., 
and Newark, N. J. 


Letters (Metal Channel) 


Globe Metal ies Co., 134-S W. 3rd St., 


Vernon, 


Chicago, III., 
Chicago, III., 


Mount 


Letters (Opal Glass) 


Falk Glass Products Co., 115-117 W. 23rd St., New 
York City. 


RAISED GLASS 
« « LETTERS » » 


ALL STYLES - - - ALL SIZES 
OR FROM YOUR DESIGN 


Opal --- Colored Crystal & Prismatic 
ALSO VIKING TYPE 1”, 114”, 
2”, 3”,4” CRYSTAL LETTERS 


Write for Price List 


FALK GLASS PRODUCTS CO. 


115-117 W. 23rd ST. NEW YORK CITY 


SIGNS of the Times 


The Paul Wissmach Glass Company, Inc., Paden 
City, W. Va. 


CAST WHITE SHEET OPAL 


The most luminous white used universally for 
marquees for backing of silhouette letters and 
also used for general sign work. 


RAISED GLASS LETTERS 


SHARPNESS AND UNIFORMITY OF OUR 
MOULDING INSURES BEST FITTING 


THE PAUL WISSMACH GLASS 
COMPANY, INC. 


Factory and General Offices 


PADEN CITY, W. VA. 


Letters (Porcelain Formed to Specifi- 
cation ) 
W. A. Barrows Porcelain Enamel Co., 2205 Langdon 
Road, Cincinnati, Ohio. 


Letters (Pressed Steel) 
KOLUX CORP, Kokomo, Ind. 


Letters (Silhouette) 


Adler Sign Letter Co., 2909 Indiana Ave., Chicago. 
WAGNER SIGN SERVICE, Inc., 218 So. Hoyne, 
Chicago, Ill. 


Letters (Stainless Steel) 


W. A. Barrows Porcelain Enamel Co., 2205 Langdon 
Road, Cincinnati, Ohio. 


Letters (Stainless Steel-Porcelain In- 
laid ) 

W. A. Barrows Porcelain Enamel Co., 2205 Langdon 
Road, Cincinnati, Ohio. 


Letters (Window) 


ata = en Sign Letter Co., 416C South Dearborn 
, Chicago, III. 


WINDOW LETTERS 
Made from GENUINE GOLD LEAF 


Mounted on Tin Foil 

The most artistic ever produced—look more like 
hand gold work 

than any other 

letter— never tar- 

nish — last for 

years. Script Signs 

Our Specialty. 


Made to Order 
Free Samples and Literature 


CONSOLIDATED SIGN LETTER CoO. 
Chicago 


416C South Dearborn St. 


LaSalle Sign Letter Co., 2961 Fullerton Ave., De- 
troit, Mich. 


DISTINCTIVE WINDOW LETTERS 


Manufacturers of Genuine Gold Leaf 
Letters. Cost less than ordinary 
Letters. Guaranteed not to tarnish. 
Write for free samples and catalog. 
White Enamel and Gold Glass Let- 
ters in stock. All sizes. Orders 
shipped by return mail. 


LASALLE SIGN LETTER 
COMPANY 
2961 Fullerton Ave., Detroit, Mich. 


Metallic Letter Co., 429 N. Clark St., Chicago. 


oor LEAF LETTERS 


For store and office windows. Any- 
one can put them on. 300% profit. 
Will not tarnish, fade or oxidize. 
Write today for free samples. Lib- 
eral offer to’: Agents and Painters. 


METALLIC LETTER CO., 429 N. Clark, Chicago 


Spencer Studios, 224 No. 13th St., Philadelphia, Pa. 


M¥STAY-BRITE LETTERS 


stainless Steel ~an be ce 
a: lees tat eh Aoi dah oat poe ah , ‘ 
LETTERSTICK adhesive to St 

rucks. ete ARES TERN Set 


SPENCER STUDIOS 


LADELPHIA 


Letters (Wood) 


Manhattan Wood Letter Co., 145-151 W. 18th St., 
New York City. 

Spanjer Bros., Inc., 1160 Howe St., Chicago, IIl., 
and Newark, N. J. 


ssf on ke tog 


APRS: 


AEWA RK, Fe. 


AF. PLEASANT AVE, 


Memorial Tablets and Signs 


The Turner Brass Works, Sycamore, III. 
United States Bronze Sign Co., 570 Broadway, New 
York City. 


Metals (Pre-finished ) 


American Nickeloid Co., 1324 2nd St., Peru, III. 
Mouldings (Metal) 
Ames Metal Moulding Co., 225-229 E. 144th St., 


New York City. ; 
Colonial Sales Corp., 928 Broadway, New York City. 


Neon Sign Supplies 

Acme Neon Accessory Co., 446 E. Milwaukee, De- 
troit, Mich. 

Dietz Chemical Glass Works, 1975 E. 65th St., 
Cleveland, Ohio. 

General Neon Supply Co., 446 Miller Ave., Colum- 

bus, Ohio. 


GENERAL NEON SUPPLY CO. 


446 MILLER AVE. COLUMBUS, OHIO 


Telephone: EV-8105 


National Source of Sup pply 
For Every Neon Nee 
ALWAYS READY TO SERVE 


Neon Supply Co., 2129 E, Lake St., Minneapolis. 


NEON SUPPLIES 


Everything for the manufacture 
of Neon Signs 


Write for Catalogue 


NEON SUPPLY COMPANY 


2129 East Lake St. Minneapolis, Minn. 


TUBE LIGHT ENGINEERING CO., 427 W. 42nd 
St., New York City. 


Neon Trade Schools 


Egani Glass Institute, 57 East 125th St., New York. 


Neon Tube Lacquer 


The Insl-X Company, 
Brooklyn, N. Y. 


PAINT OUT CROSS-OVERS WITH 
INSL-X PERMANENT NEON BLACK 
This new special coating is particularly prepared to 
do a better job, extremely opaque black with great 
hiding power. One stroke of brush coats tube. Ad- 
heres to glass, resists all weather conditions. Fast dry- 
ing, non- -inflammable, economical. Send for booklet. 


THE INSL-X COMPANY, INC. 
Formerly the National Insulating Co., Inc. 
857 Meeker Avenue Brooklyn, N. Y. 


Inc., 857 Meeker Ave., 


Neon Tube Letters 


Electric Service Co., 26 Public Square, Galesburg, 


Illinois. 
Neon Engineering Co., 1059 E. 76th St., Chicago, I11. 


“ NEON SIGNS 


@Cooperation @Sales Helps @Same Day 
L Service @Lowest Wholesale Prices 


@ Newest Colors 


ié NEON ENGINEERING CO. 
1059 E. 76th St. Chicago, Ill. 


Neon Sign Mfg. Co., 2120 Broadway, Kansas City, 
Missouri. 
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Neon Tube Sign Equipment 
American Electrical Sales Co., 65-67 E. 8th St., 
New York City. 


FLUORESCENT AND 
NEON EQUIPMENT 


COMPLETE LARGE PLANTS 
Aslowas .. . $225 


Write for Quotations & Details 


Ask for Bulletin S-23 
Containing details of savings 
at present market prices. 


AMERICAN ELECTRICAL SALES CO., Inc. 


65-67 East 8th St. New York City 


Specialists in New Plants & Replacement Needs 


Callite Tungsten Corp., 538 39th St., 
New Jersey 

CORNING GLASS WORKS, Corning, N. Y. 

De-Lux Neon Mfg. Co., 1134 N. Brauer St., Okla- 
homa City, Okla. 

Eisler Engineering Co., Inc., 740-770 S. 13th St., 
Newark, N. J. 

Haydu Brothers, Pininfeld: . oe 

ene. Engineering Corp., De Mott St. 


Union City, 


No. Bergen, 


Neon Tube Supports 


Acme Neon Products, Inc., 1989 Webster Ave., 
Bronx, 


Fa Pao 
NEON SPECIALTIES CORP., 1140-42 Venice Blvd., 
Los Angeles, Calif. 
The Universal Clay Products Co., Sandusky, Ohio. 


Net Banners 
A. W. Millard, 2894 W. 8th St., 


Outdoor Advertising 
The Ad-Ver-Tis-Er, Inc., 302-4-6 Clinton St., Fort 
Wayne, Ind. 


Outdoor Advertising Panels 
THE TIFFIN ART METAL CO., Tiffin, Ohio. 


Paint (White Lettering) 


Brooklyn, N. Y. 


Massachusetts Paint Co., 15 Taylor St., Springfield, 
Mass. : 

Papers for Signs 

Chaptro Paper Products Co., 515 So. Wells St., 


Chicago, Ill. 


Pens (Lettering ) 
C. HOWARD HUNT PEN CO., Camden, N. J. 


Plastic Lenses 

EXPANDING SIGN LENSE CORP., 302 Mulberry 
Ave., Muscatine, Iowa. 

Plastic Materials 

BAKELITE CORPORATION, 247 Park Ave., New 
York City. 

THE RICHARDSON COMPANY, Melrose Park 
(Chicago), Ill. 

ROHM & HAAS COMPANY, INC., 222 W. Wash- 
ington Square, Philadelphia, Pa. 

Plywood 

DOUGLAS FIR PLYWOOD ASSOCIATION, Ta- 
coma Bldg., Tacoma, Wash. 

M AND M WOODWORKING CoO., Portland, Ore. 

Porcelain Enamel 

W. A. Barrows Porcelain Enamel Co., 2205 Langdon 
Road, Cincinnati, Ohio. 

Ingram Richardson Mfg. Co., Beaver Falls, Pa. 


ING-RICH 


VITREOUS PORCELAIN ENAMEL 


The Modern Material for ¢ 
and €lectric Sign Faces 


leon 


Combines the beauty and permanence of 
porcelain enamel with the durability of 
steels... provides a permanent, weather- 
proof background . guaranteed not to 
fade . . . available in any color and any 
shape including complete canopy signs. 
Write for descriptive booklet. 


INGRAM-RICHARDSON MFG. CO. 


Beaver Falls, Pa. 


Porcelain Insulators (Housings, Bush- 


ings, etc. ) 
Knox Porcelain Corp., Knoxville, Tenn. 
The Universal Clay Products Co., Sandusky, Ohio. 
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Projectors 


THE BRISCHOGRAPH CO., 
Rd., Columbus, Ohio. 


3-10 EXTENSION TUBE 


Allows ibe Aton: down to actual $ 
size: with your (3/10. oie as 3.00 


Ten days trial-money back 


THE BRISCHOGRAPH CO. 


26 W. Weisheimer Road Columbus, Ohio 


Punches, Shears (Hand Power) 

Whitney Metal Tool Co., 110-114 Forbes St., 
ford, Ill. pets 

Radio Interference Eliminators 

Radio Interference Service Co., 1106 Grandville 
Ave., S. W., Grand Rapids, Mich. 

Reflecting Materials 

McDaniel Sign Co., Cairo, Il. 

Reflector Buttons 


Niteglo Co., 506 5th Ave., Joliet, Ill. 
CATAPHOTE CORPORATION, Toledo, Ohio. 


26 W. Weisheimer 


Rock- 


REFLECTOR BUTTONS 


5 Sizes for Metal or Wood Mountings—Also for 


Surface Treatment Use Our Yards of Chains. 
SEE OUR AD THIS ISSUE 


CATAPHOTE CORP., Toledo, O. 


The National Colortype Co., Inc., Bellevue, Ky. 


FI ne BALL REFLECTOR 


BUTTONS 
SIZES 


MOUNTINGS 
COLORS 


For Steel, Wood, or 
The NATIONAL COLORTYPE CO., Inc. 


Masonite, etc. 
ESTABLISHED 1901 


BELLEVUE (Opp. Cincinnati, 0.) KENTUCKY 


Persons-Majestic Mfg. Co., Worcester, Mass. 


America’s Oldest Reflector Manufacturer Offers 
the Most Complete Line of 


REFLECTOR BUTTONS 
Est. 1892 


PERSONS-MAJESTIC MFG. CO. 


WORCESTER, MASS. 


Reflecto Letters Co., 110 West 27th St., New York. 


REFLECTO LETTERS 


Send us your specifications. We make raised letters 
equipped with genuine Reflecto brilliant jewel 
lenses, complete and ready to attach to any sign 
in a jiffy. Any size, style or color. Cheaper. 
Better. Ask for details on our new awning letters. 


REFLECTO LETTERS CoO. 


Dept. SS-60 - 110 West 27th St., New York City 
Signal Service Corporation, Elizabeth, N. J. 


REFLECTOR BUTTONS 


FIVE SIZES — FOUR COLORS 
FOR WOOD AND METAL MOUNTING 


SIGNAL SERVICE CORPORATION 


ELIZABETH, N. J. 


Star-Lite Marker Co., 312 E. Indian- 
apolis, Ind. 
Vitralux Corp. of America, 485 Madison Ave., New 


York. City. 


Market St., 


REFLECTOR BUTTONS 


ALSO 


REFLECTORIZED LETTERS 


VITRALUX CORP. OF AMERICA 


485 MADISON AVE. NEW YORK, N. Y. 


Reflectors (Sign) 


BENJAMIN ELECTRIC MFG. CO., Des Plaines, 
Illinois. 


Screen Door Advertising 


Burdick-Baron Co., 3400 Armstrong Ave., 
Texas. 


Dallas, 


Screen Process Colors 


BROWN-LINDSAY PAINT CO., 845 Larrabee St., 
Chicago, Ill. 

DEVOE & RAYNOLDS CoO., 1-11 W. 47th St., New 
York City. 

DOLPHIN PAINT & VARNISH CO., Toledo, Ohio. 

GILMAN PAINT & VARNISH CO., 615 Market 
St., Chattanooga, Tenn. 

Naz-Dar Co., 4010-22 N. Rockwell St., Chicago, III. 

SHERWIN-WILLIAMS COMPANY, 101 Prospect 
Ave., Cleveland, Ohio. 


Silk Screen Supplies, Inc., 1 Hanson PI., Brooklyn. 


Screen Process Printing Devices 


Oelwein Sign Works, Oelwein, Iowa. 


Screen Process Sensitizer 


Maynard Stencil Laboratories, 15432 Lake Shore 


Blvd., Cleveland, Ohio. 


Silk Screen Supplies, Inc., 1 Hanson PIl., Brooklyn. 
Screen Process Squeegees 
W. J. Dennis & Co., 2110 W. Lake St., Chicago, II]. 


Shears 


STANLEY WORKS, New Britain, Conn. 


Sheet Metal for Signs 


JOSEPH T. RYERSON & SON, INC., 2558 W. 
16th St., Chicago, IIl. 
THE SUPERIOR SHEET STEEL CO., Canton, O. 


Sign Boards 


Spanjer Bros., Inc., 1160 Howe St., 
and Newark, N. J 


Sign Cloth 


Columbus Coated Fabrics Corp., Seventh and Grant 
Sts., Columbus, Ohio. 


Chicago, [Il., 


Sign Hanging Fittings 
Edward W. Daniel Co., 4053 St. Clair Ave., Cleve- 
land, Ohio. 


Sign Painters’ Supplies 
Dick Blick Co., Galesburg, II. 
Bert L. Daily, Inc., 126 E. 3rd St., Dayton, Ohio. 
A. & B. Smith Co., 633 Smithfield St., Pittsburgh. 
GEO. E. WATSON CO., 164 W. Lake St., Chicago. 


Sign Posts 
UNION METAL MFG. CO., Canton, Ohio. 


Signs for Trade Resale 


Philadelphia Enameling Works, 254 N. 
Philadelphia, Pa. 


13th St., 


WRITE FOR OUR 1940 
COMPLETE SIGN CATALOG 


WILL PROVE VERY PROFITABLE TO YOU IN 


SELLING OUR ELECTRIC, EDGE-LITE, BRONZE 
ALUMINUM, ENAMEL. CHANGEABLE DIRECTORY SIGNS 


PHILADELPHIA ENAMELING WORKS 


254 N. 13TH ST. PHILA., PA. 


Signs (Porcelain Enameled ) 

W. A. Barrows Porcelain Enamel Co., 2205 Langdon 
Road, Cincinnati, Ohio. 

Ingram-Richardson Mfg. Co., Beaver Falls, Pa. 


Silk for Process Work 


ALBERT GODDE BEDIN, Inc., 244 Madison Ave., 
New York City. 

COLONIAL PROCESS SUPPLY CORP., 140 W. 
23rd St., New York City. 

Z. Horikoshi & Co., 119 W. 40th St., New York City. 


IMPORTED 


STENCIL SILK 


BOLTING CLOTH 
SILK ORGANDY 


Z. HORIKOSHI & CO. 


119 WEST 40TH ST. NEW YORE CITY 
Tel. LAckawanna 4-8966 
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its new factory, with four times the space 
previously occupied, is now in operation. The 
new facilities make it possible to ship all 
orders on the date of receipt, and a more 
complete laboratory is ready to serve cus- 
tomers in solving problems pertaining to 
etching and frosting of glass. Office of the 
company remains at 311 West Twenty-third 
street. 


With Ci sninal ia Cen: 


An idea for uses of changeable letters in 
commercial and outdoor advertising displays 
is suggested in the sign pictured here, which 
is at Soldier’s field, Chicago. The letters 


DRIVE CAREFULLY 


SAVE A LIFE 


s 


mes 40 KEEP-CHICAGO-SAFE 
a COMMITTEE 

MAYOR EDWARD J: KELLY 
CHAIRMAN 


ae 


‘. 


are the “Wagner Railock” type, made by 
Wagner Sign Service, Inc., Chicago. They 
are locked on adjustable rails and can not 
be removed without a key.- This is one of 
two signs used mainly to announce coming 
events. 


New Flood pe Ne 


A new flood light, designed specifically 
for service-station illumination and known 
as the “Servisflood,’ has been announced 
by Westinghouse Electric & Manufacturing 


Company. 


Enlarges Facilities. 

Harold Weinstein, president, Charold 
Company, Brooklyn, N. Y., reports that the 
company’s facilities have been enlarged for 
wood-letter manufacture. 


Gordon Shaw Recovers. 

Gordon Shaw, Acme Neon Accessory 
Company, Detroit, was recovering early last 
month from an operation he had undergone. 


Gummed sheets distributed by National Time 
& Signal Corporation contain pictures of dis- 
play clocks in various sizes for pasting on sign 
and bulletin sketches. 
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KRESSILK PRODUCTS, INC., 73 Murray St., New 
York City. 


Silk Screen Supplies, Inc., 1 Hanson Pl., Brooklyn. 


GENUINE 
SWISS-WOVEN Stencil Silk 


and EVERYTHING for 


SCREEN WORK! 


SILK SCREEN SUPPLIES, 


(John S. McMahon) 
1 HANSON PLACE BROOKLYN, N. Y. 


Silk Screen Photo Film 


George H. Pembroke, Inc., 100 West 43rd St., New 


York City. 


Silk Screen Printing Machines 


SCREEN PROCESS SERVICE CoO., 307 Boulevard 
Bldg., Detroit, Mich. 


Selectasine Corp., 2738 W. Van Buren St., Chicago. 


Special Porcelains (to Specification ) 
The Universal Clay Products Co., Sandusky, Ohio. 


Special Transformers 


Eisler Engineering Co., 740-770 S. 13th St., New- 
ark, N. J. 

Stencil Process Supplies 

Atlas Specialty Mfg. Co., Shields Ave. at 33rd 


St., Chicago, II] 


NU-FILM PRODUCTS CO., 56 W. 22nd St., New 
York City. 


Silk Screen Supplies, Inc., 1 Hanson PI., Brooklyn. 
Tackers 
A. L. HANSEN MFG. CO., 5039 Ravenswood Ave., 


Chicago, IIl. 


Thermometers (Giant) 


TAYLOR INSTRUMENT COMPANIES, Ames & 
West Aves., Rochester, N. Y. 


Thermal Products Co., Ada, Ohio. 


Time Switches 


GENERAL ELECTRIC CO., Schenectady, N. Y. 


Reliance Automatic Lighting Co., 1930 Mead St., 
Racine, Wis. 


_SANGAMO ELECTRIC hts 1022 Converse Ave., 


Springfield, Ill. 


Transformers 


The Acme Electric & 
Cuba,: N. ¥i 


DONGAN ELECTRIC MFG. CO., 2987-3001 Franklin 
St., Detroit, Mich. 


The France Mfg. Co., 10325 Berea Rd., Cleveland. 


FRANCEFORMER 


Luminous Tube Transformers 


Mfg. Co., 32 Water St., 


The Approved Line for 
Reliable, Quiet Operation 


The France Manufacturing Co. 


10325 Berea Road Cleveland, Ohio 


Gardner Electric Mfg. Co., 4227 Hollis St., Emery- 
ville, Calif. 

GENERAL ELECTRIC CO., Schenectady, N. Y. 

JEFFERSON ELECTRIC CO., Bellwood, Ill. 


(Suburb of Chicago). 


National Transformer Corp., 224-232 21st Ave., 
Paterson, N. J. ; i 
anal Arrow Electric Corp., 100 Coit St., Irving- 


Ned 
REYNOLDS ELECTRIC CO., 2609 W. Congress St., 
Chicago, Ill. 


RD TRANSFORMERS 


NEON 


All luminous tube use 
All styles and sizes 


ESTD (RES 


2609 W. CONGRESS ST. CHICAGO, ILL. 


1900 


SOLA ELECTRIC CO., 2525 Clybourn Ave., Chicago. 


THORDARSON ELECTRIC MFG. CO., 500 West 
Huron St., Chicago, Ill. 

Transformers (Rebuilt) 

Crest Transformer Co., 2259 Lincoln Ave.. Chicago. 


Transformers Rebuilt 


ALL MAKES — ALL MODELS 
Guaranteed 1 Year 


@We Buy Burned Out Units @We Manufacture 
Small Type Units @Core & Coil @ Window Type 
Write for Folder 


2259 Lincoln Ave. 
Chicago, Illinois. 


Crest Transformer Co. 


Johnson Electric Maintenance Co., 
Ave., Chicago, III. 


YOUR OLD NEON TRANSFORMERS 


. . » Rebuilt and guaranteed for one year 


All standard makes. 9000 V. to 15000 V. 
Refinished in black crackle. PARTS— 
Sold for Neon Transformer rebuilding. 
We buy old transformers. Write to 


Johnson Electric Maintenance Co. 
1615 Clybourn Ave. Chicago, Illinois 


1615 Clybourn 


National Transformer Exchange, 686 6th Ave. (Nr. 
22nd St.), New York City. 


@ WE BUY e WE REBUILD e 
Your Old Neon Transformers 
NATIONAL REBUILTS GUARANTEED ONE YEAR 


Refinished like new. From 5,000 to 15,000 Volt. 
10 years’ rebuilding experience. 


Write for Price and Shipping Instructions 


NATIONAL TRANSFORMER EXCHANGE 


686 6th Ave. (nr. 22nd St.) New York City 
Tel.: GRamercy 5-1866 


525 West 


Neon Transformer Exchange of N. Y., 
New York City. 


23rd St., 


Originators of the 
Rebuilt Transformer Industry 
“Where The Promise Is Performed’”’ 


NEON TRANSFORMERS 


All Standard Makes. 7,500 to 15,000 Volts. 
Rebuilt. Guaranteed for one year. 
WANTED AT ONCE— USED AND 
BURNED OUT TRANSFORMERS 
For Information and Terms Write to 


Neon Transformer Exchange of N. Y. 
525 West 23rd St. New York City 


Tel.: WAtkins 9-8576 


Turnbuckles 


Edward W. Daniel Co., 4053 St. Clair Ave., 
land, Ohio. 


Varnish 


Commonwealth Varnish Co., 
Chicago, III. 


Welders (Electric) 


Eisler Engineering Co., 740-770 S. 
ark, 3; 


Cleve- 


4124-34 Parker Ave., 


13th St., New- 
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982 


INQUIRIES 
a Month 


Six Months’ Average 


That’s the Record of the 


Readers’ Service 
Department 
In SIGNS of the Times 
® 


The Readers’ Service department 
in SIGNS of the Times provides 
readers with an opportunity to 
keep abreast of new product de- 
velopments—to get easily and 
quickly, the available informa- 
tion on new products as de- 
scribed in manufacturers’ litera- 
ture. It assists suppliers of ma- 
terials and equipment in placing 
their literature in the hands of 
those interested. 


Through its Readers’ Service 
columns, SIGNS of the Times 
continues and increases its serv- 
ice to the field of Advertising 
Display by furthering the inter- 
change of practical and valuable 
information. All readers are 
welcome to make use of this 
service and all suppliers of ma- 
terials of value to the field are 
welcome to file new literature 
with the Readers’ Service de- 
partment. 


SIGNS of the Times 


The National Journal of Advertising Display 
Dla fla cilia ala il ail ain atin aati tl 
i i i ti di aa 
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Readers’ Service 


For Advertising Literature 


USE THE COUPON 
Take advantage of this SIGNS of the 


Times service regularly in obtaining 
literature, information, and samples 
listed here from month to month. It’s 
an easy way to keep yourself informed 
about new and improved products. Sim- 
ply indicate number (requests to “send 
all items” are not honored) of item in 
which you are interested, fill in your 
name and address, attach coupon to 
your letterhead or business card, and 


send it direct to SIGNS of the Times. 


1302. Two stories descriptive of sign in- 
stallations are in the April issue of the 
Armco “Enameling Observer,” an eight-page 
quarterly devoted to interests of the enamel- 
ing industry. One is about the “Jasmine” 
thermometer spectacular in Houston, the 
other about Bond clothing-store fronts in 
Oakland and San Francisco. 


1303. An advertising folder from Luxor 
Studios, Inc., presents the “Luxor Pleeto” 
display material for backgrounds, platforms, 
pedestals, columns, panels and floors. 


1304. An attractive sixteen-page promo- 
tional booklet from Hygrade Sylvania Cor- 
poration tells Hygrade’s story of fluorescent 
lighting—with its “Miralume” tubular-lamp 
units. The booklet is titled, “You Have 
Lived to See a Miracle in Lighting.” 


1305. A helpful “Portfolio of Lumi-Tone 
Sales and Advertising Helps’ in the promo- 
tion of fluorescent luminous-tube lighting 
has been issued by General Luminescent 
Corporation. 


1306. General Electric Company has issued 
folder A, containing prices and technical 
data regarding its fluorescent lamps and 
auxiliary equipment. 

1307. A screen-processed four-page circu- 
lar from Screen Process Service Company 
contains price lists of photographic positives 
and complete photographic screens in line 
or half-tone, also an illustration showing 
its new “Johnston” process press. 


1308. Kolux Corporation catalogs “Kolux” 
porcelain-enameled sign products in an il- 
lustrated four-page circular. Products in- 
clude sign letters, fastenings, dealer signs, 
and store signs. 


Se@QSBQSBSBQBBQSBSBSBSBSBB BBB BQBQSBBFSBSBQSBSBB BBB eee’ 


REQUEST FOR LITERATURE 


Use this coupon to obtain items described 
here. Indicate number, fill in name and ad- 
dress, attach coupon to your letterhead or 
business card, and send to Readers’ Service, 
SIGNS of the Times, P. O. Box 1171, Cincinnati, 
. SIGNS of the Times will forward requests 
to the proper companies. 


COMO DS 8 EI as ok ahs. REIS ass | 


ng ee Te Le | | ae AERA MRS IAC er pUP eg Te gaia) Dear re lee tga Te CN ae 


Cite: abd Statewrpehiniceawes eevee Fev. ea tees 


1309. Mozart Specialty Corporation’s flu- 
orescent lighting fixtures are described in an 
illustrated circular from that company. 

1310. National Time & Signal Corpora- 
tion offers art-department helps in the form 
of gummed data sheets—Nos. 144, 145, 146— 
containing pictures of its “Luma-Dial” 


‘clocks and “Syncrotime” clock faces, so that 


when a clock display is designed, a clock 
picture of the proper size can be cut out 
and pasted in place. 


1311. Dongan Electric Manufacturing 
Company has issued its three-page price 
bulletin N57M-A, effective May 13, covering 
“Dongan” luminous-tube transformers and 
equipment. Prices of 133 items are listed. 


1312. Display Institute has prepared a 
booklet describing its six-week summer 
courses in the arts of advertising display. 


1313. Naz-Dar Company has issued bulle- 
tins Nos. 19, 35, and 36, as page additions 
to its loose-leaf process handbook and: price 
list. 


1314. An illustrated mailing piece from 
Whitney Metal Tool Company is descriptive 
of heavy-duty punch No. 129, latest addition 
to the “Whitney-Jensen” line. Construction 
details and specifications are included. 


1315. “Glider-Ad,” a changeable traveling- 
message display for interior use, is pictured 
and described in a folder from Nief-Smith 
Sales Company. 


1316. Informative literature about its new 
eliptical flood light is being made available 
by Revere Electric Company. 


1317. “Wagner Railock” changeable let- 
ters are pictured and described in a circular 
from Wagner Sign Service, Inc. 


1318. Alston-Lucas Paint Company is of- 
fering its catalog, in which “Syntaloid” bul- 
letin colors are listed. 


1319. The American Display Company has 
literature available regarding its “Motion 
Maker” mechanical display units. 


1320. Information on “Bakelite” plastic 
sheet materials and names of fabricators 
from whom they. can be obtained are avail- 
able from Bakelite Corporation. 


1321. Forbes Lithograph Company has 
issued an attractive and colorful broadside 
illustrative of “Unseen Action” recorded in 
color by Forbes lithography. 


1322. Wires, rods, and strips of “Inconel,” 
high nickel-chromium alloy developed by 
The International Nickel Company, are de- 
scribed in a circular from Alloy Metal Wire 
Company, Inc. 


1323. An illustrated folder from Welch 
Neomatic Manufacturing Company is pro- 
motional of the “Neomatic” luminous-tubing 
changeable-message sign equipment. 


1324. Hunt Pen Company is offering les- 
son charts on pen lettering and linoleum 
block printing. 


1325. A sample book of “Columbus” sign 
oil cloth and artists’ canvas is available 
from Columbus Coated Fabrics Corporation. 
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Deaths 


Cooperation of readers is asked in noti 
SIGNS of the Times promptly of the deaths o roy 
dividuals in or associated with the industry so 
they can be duly recorded here. 


Frank E. Fitch. 

Frank E. Fitch, retired president of the 
Fitch Advertising Company, outdoor adver- 
tising, Albany, N. Y., died in Stamford, 
Conn., at the home of his stepdaughter, Mrs. 
Frank C. Conner, on May 2. He was 83 
years old. He was an employee of the O. J. 
Gude company in New York before he 
formed his own company. He retired about 
twenty years ago, and lived in East Orange, 
N. J., until three years ago. His wife, Ella 
Fitch, died last year. 


Howard R. Manion. 

Howard R. Manion, 48, president of Kres- 
silk Products, Inc.. New York, died sud- 
denly of heart disease in Los Angeles on 
May 6, while on a business trip. He was 
one of the pioneers in screen process, and 
his specialty was in the uses of imported 
stencil silk. He was continuously on the 
road for his firm, and had countless friends 
among screen processors throughout the 
country. 


Bartlett Vandermeer. 

Heart disease was fatal to Bartlett Van- 
dermeer, 32, general sales manager, Flex- 
lume Corporation, Buffalo, who died sud- 
denly on April 27. He entered Flexlume’s 
employ in 1925 as a clerk in the costs de- 
partment, and later entered sales work. He 
was interested in sign construction and de- 
sign, and developed several of Flexlume’s 
patented sign letters. 


William H. Birchfield. 

William H. Birchfield, 44, agency man 
well known in the outdoor advertising in- 
dustry, died on April 27 after a stroke. He 
had been in ill health, which forced him to 
give up his work with McCann-Erickson, 
Inc.. New York. Before going East, he 
traveled for Campbell-Ewald Company, De- 
troit, making contacts with plant operators. 


Charles A. Reynolds. 


Charles Augustus Reynolds, 53, formerly 
a vice-president of General Outdoor Adver- 
tising Company, died of suicide at his home 
in Darien, Conn., on April 29. He had been 
ill for some time. He became executive vice- 
president of General Outdoor in. 1930 and 
resigned in 1932. 


Charles T. Duncan. 

Charles Thomas Duncan, 33, Nashville 
sign man, died in Springfield, Ill., on May 
20 as the result of injuries received in an 
automobile accident. He was a native of 
Lewisburg, Tenn., and had lived in Nash- 
ville, for the past fifteen years. 


Ira Flack. 


Ira Flack, operator of the Lakeside Pos- 
ter Advertising Company, Lake Geneva, 
Wis., died on April 13 after a long illness. 
He was 58 years old. 
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Hi-Spots in the News 


O. A. A.’s Region No. 4 
Meets in Memphis 


first annual convention of region 
No. 4, Outdoor Advertising Association - of 
America, opened at the Peabody hotel on 
May 27 for a two-day session, with an 
attendance of 125, including members and 


The 


guests. The region includes Alabama, Ark- 
ansas, Louisiana, Mississippi, and Tennessee. 
John P. Baird, Little Lock, chairman of the 
region, presided. 

Ralph A. Redel, president and national 
director of the Alabama association, pre- 
sided at a closed session on May 27, when 
the members heard W. Rex Bell, president 
O. A. A.; B. W. Robbins, Chicago, chairman 
of the board, and Harry Crawford, Mobile, 
Ala., vice-chairman of the board, O. A. A.; 
Dr. Miller McClintock, Traffic Audit Bur- 
eau, and H. E. Fisk, general manager, 
QO. A. A. 

John R. Ozier, Nashville, president, Out- 
door Advertising Association of Tennessee, 
presided at the afternoon session on the 
second day. Speakers were Frank T. Hopkins, 
president, and E. M. Zuber, vice-president, 
National Outdoor Advertising Bureau; G. 
R. Cain, research service, Chicago; J. E. 
Brennan, Outdoor Advertising Incorporated, 
New Yorke: Es MM, : Prece; “Atlanta; «E.'T. 
Sheetz, Nashville; C. A. Horn, D’Arcy Ad- 
vertising Company; F. J. Fitzgerald, Calkin 
& Holden, New York. 


State groups elected following officers: 


Mississippi—President, I. B. Isenberg; vice- 
2 ae 9 Mrs. Clara L. Ziller; secretary-treasurer, 

rs. Florence Trehern; national director, I. B. 
Isenberg; state directors, C. W. Lamar, Jr., Charles 

rown. 

Arkansas—President, F. J. Stewart; vice-presi- 
dent, H. L. Hickey; secretary-treasurer, R. L. Gor- 
don, Dermott; national director, John P. Baird; 
state directors, B. A. McConnell, William C. Hill. 

Tennessee—President, John R. Ozier; vice-pres- 
idents, John Maden, C. M. Pounds, L. Hicks; 
secretary-treasurer, E. T. Sheetz; national director, 
Frank F. Stoops; state directors, John R. Ozier, 
John Maden, John W. Cassady. 


W. D. Billingsley, Little Rock, was elected 
secretary-treasurer of the region, and EF. T. 
Sheetz, Nashville, was elected sergeant-at- 

arms. 


L. N. A. Is Ready 


The Lithographers National Association, 
Inc., is all ready for its thirty-fifth annual 
convention at the Del Monte hotel in Del 
Monte, Calif., on June 4 to 7, and judging 
from advance registrations on file at the 
hotel, a recording-breaking attendance of 
300 or more is anticipated. 

Business sessions will get under way at 
9:30 on the morning of the first day, when 
E. H. Wadewitz, president of the association 
will deliver an address of welcome. Other 
speakers scheduled are Almon FE. Roth, 
president, San Francisco Employers Council, 
San Francisco; Lloyd E. Wilson, public re- 
lations director, Y. M. C. A., San Francisco; 
W. Floyd Maxwell, secretary of the L. N.A.; 
R. V. Mitchell, vice-president, Lithographic 
Technical Foundation, Inc.; Dr. Frederic P. 
Woellner, professor of education, University 
of California; Victor E. Hecht, vice-presi- 
dent, The Zellerbach Paper Company, San 
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Francisco, and Dr. George Dowrie, professor 
of finance, graduate school of business, 
Stanford university. 

The “lighter” side of the program will 
begin with an informal reception by Cali- 
fornia lithographers and wives to welcome 
the “Lithographers” Special” train and 
other incoming delegates on June 3. 


Attains Twelfth Anniversary 


When Claude Neon Federal Company, 
Southwest, of Wichita, Kan., attained its 
twelfth anniversary in the business, the oc- 
casion and the company’s aggressiveness 
were exploited in four interesting pages 
of news and advertisements in the Wichita 
Beacon of Sunday, May 5. The section 
opened with a full-page advertisement by 
the company, and the other pages were 
filled with articles about the company, views 
of operations, pictures of personnel mem- 
bers, and advertisements. 

Appropriate tribute was paid to the late 
Glenn W. Rose, who founded the firm, and 
congratulations were extended to Mrs. Rose, 
who is now its president. Other individuals 
whose pictures appeared were D. A. Carlson, 
secretary and sales manager; Roy Huggins, 
sheet metal foreman; B. H. Adams, account- 
ant; J. B. Law, neon department foreman; 
H. A. Sharrick, salesman; C. W. Olmsted, 
artist and foreman in the pattern and paint 
department; C. M. Shull, manager at Tulsa; 
B. Brown, manager at Oklahoma City, and 
P. E. Norman, salesman, Oklahoma City. 


“Traveler” for Borden 


Erection was begun in New York last 
month of what is termed the second largest 
traveling-message display in the United 
States—a display 190 feet long and 6 feet 
in height, to contain 5-foot letters and 8,000 
10-watt lamps, plus an overlay of flashing 
luminous tubing, which will show “Elsie,” 
advertising cow of the Borden Company, 
who will sponsor the display. 

The display will extend around three sides 


WELCOME! 


Among recent out-of-town visitors to 
the Cincinnati office of SIGNS of the 
Times were: 

Joe Bolles, manager, market research, 
The American Rolling Mill Company, 
Middletown, Ohio. 

Maurice Salzado, Style Signs, Mon- 
treal, Que. : 

William E. Blommel, Jr., Blommel 
Sign Company, Dayton, Ohio. 

F. H. Parker, Parker Products, Cleve- 
land. 

L. P. Murphy and C. G. Odell, Don- 
gan Electric Manufacturing Company, 
Detroit. 

E. J. Schulenburg, Sangamo Electric 
Company, Springfield, Ill. 

John Bergert, The Superior Sheet 
Steel Company, Canton, Ohio. 

Jack L. Tway and Brownie F. Shep- 
herd, National Outdoor Advertising 
Corporation, Atlanta. 
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COMING EVENTS 


June 4-7—Annual convention, Lithog- 
raphers National Association; Hotel Del 
Monte, Del Monte, Calif. 

June 23-27—Annual convention, Ad- 
vertising Federation of America; Hotel 
Sherman, Chicago. 

June 24-27—Annual convention, Inter- 
national Association of Display Men; 
Hotel Statler, Detroit. 

July 7-10—Annual convention, Pacific 
Coast Advertising Clubs Association, 
Vancouver, B. C. 

August 13-15—Annual convention, Na- 
tional Sign Association; Hotel Penn- 

‘sylvania, New York City. 

August 20-22— Annual convention, 
Outdoor Advertising Association of 
America; Drake hotel, Chicago. 

August 31-September 2— National 
Conference of Sign, Scene, and Pictorial 
Painters’ Local Unions; Pittsburgh, Pa. 

October 16-18—Fifth annual forum, 
Porcelain Enamel Institute; University 


of Illinois, Urbana, III. 


of the Crossroads restaurant building, be- 
tween the first and second floors, directly 
across the street from the largest such dis- 
play in the country, on the New York Times 
building at Forty-second and Broadway. 
Artkraft-Strauss Corporation is building 
and erecting the display, F. E. J. Wilde, 
Inc., is supplying the motograph system, 
and Sign Animation Corp., animation. 


New York O. A. A. Meets 


A strictly business meeting of the Out- 
door Advertising Association of New York 
was held at Hotel Utica, Utica, N. Y., on 
May 20. Officers elected are: President, 
J. M. Richards, Syracuse; vice-president, 
O. S. Hathaway, Middletown; secretary, 
E. S. Stahlbrodt, Rochester; treasurer, F. I. 
Hamm, Brooklyn; national director, K. H. 
Fulton. 


Eleventh Annual Exhibit 


The eleventh annual exhibit of outdoor 
advertising art will take place this year 
from November 7 to 16 in the galleries of 
Marshall Field & Co., Chicago, under chair- 
manship of B. L. Robbins, vice-president of 
the General Outdoor Advertising Company, 
who has been in charge of the exhibits in 
the past. 


Cancels A. F. A. Plans 


Plans have been canceled for the proposed 
outdoor ‘departmental at the Advertising 
Federation of America convention at the 
Sherman hotel in Chicago, on June 23-27, 
according to B. L. Robbins, vice-president, 
General Outdoor Advertising Company, Chi- 
cago, who was to have been in charge of 
the departmental program and = arrange- 
ments. 


Canada Convention Canceled 


The 1940 convention of the Poster Adver- 
tising Association of Canada has been tem- 
porarily canceled during the present crisis, 
the. association informed SIGNS of = the 
Times on May 28. 
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@ Distinctive signs and attractive use of 
luminous tubing are probably more impor- 


tant to theatre owners than anything else. 


Knowing this, sign contractors have insured 
the performance of the signs to the maxéi- 
mum degree by the use of Jefferson Trans- 
formers with midpoint grounded balanced 


design. 


Transformer craftsmanship in the Jefferson 
Electric 18-acre plant is evident in the thor- 
oughness of design as well as in the manu- 
facturing—it represents 25 years—1915-1940 
—of specialized training and effort, — re- 
search, experiments, anticipation of future 
requirements, modern plant and adequate 


facilities. 


For every type of installation—outdoors or 
indoors—there is a type and size to exactly 
meet the requirements. JEFFERSON ELEC- 
TRIC COMPANY, 
Bellwood, Illinois. 
Canadian Factory: 
60-64 Osler Ave., W. 


Toronto, Ont. 
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Bakelite Plastics Offer 
Striking Effects 
for Sign and 
Display Makers 


who seek economy, too 


Because Bakelite Plastic Sheet Materials 
permit novel attention-compelling effects 
...are tough and enduring, yet easily and 
economically fabricated... they provide un- 
limited scope for sign and display manufac- 
turers. These advantages, together with the 
many others listed here, will readily indicate 
how you, too, may profit by using Bakelite 
Plastics: 


t; Variety of Effects. Furnished in trans- 
lucent and opaque sheets, which may be 


combined for unusual lighting effects. 
With “sandwich” type of material, letter- 
ing and designs are obtained by routing 
through surface sheet, exposing contrast- 
ing sheet underneath. 


2. Enduring Colors. Wide range of bril- 
liant and pastel-shaded colors that are in- 


tegral with the material, and will not wear 
off or wash off. 


3, Permanent Rich Finish, Available in 


highly lustrous or semi-glossy wear-resist- 
ing surfaces. 


4. Easily Fabricated, Readily drilled, 
punched, machined, engraved or curved. 


May be printed on, painted, silk-screened, 
sand blasted. 


Ss; Easily A plied. Can be cemented, nailed 


or screwed to wood, metal or composition 
board. Also supplied permanently bonded 
to sheet metal, plywood, etc. 


6. Light Weight. Facilitates handling and 
installation. Cuts down shipping charges. 


7. Resistant to Wear, Unharmed by con- 
stant service-use or contact with alcohol, 


acids and alkalies. 


8. Resistant to Weathering. Unaffected by 
either sunlight and moisture, or heat and 


cold. 


9. Non-Flammable. Safe to use with any 
intensity of heat-generating illumination. 


10. Self-Insulating. Reduces danger of 
short-circuit or shocks when electrical cur- 


rent is used. 


11. Minimum Maintenance. Cleaned 
easily as glass. 

Write for further valuable information on 

Bakelite Plastic Sheet Materials and names 

of fabricators from whom they may be 

obtained. | 


BAKELITE CORPORATION 
Unit of Union Carbide and Carbon Corporation 


UEC 


247 PARK AVENUE, NEW YORK 
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PLASTICS HEADQUARTERS 


Industrial Applications 


Here are just two examples of the effective 
use of translucent Bakelite Plastic Sheet 
Stock (Lamicoid) in the industrial field. 
Illuminated from the rear, both instru- 
ment dials have calibrations printed directly 
on the material. 
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Door Signs 


Unusually attractive signs for doors are form- 
ed simply by routing through the opaque 
surface of a “sandwich” type Bakelite Plastic 
(Lamicoid), thus exposing the white core 
beneath. Standard tools are employed for 
all fabricating operations. 


Service Booths 


Rich, lustrous surfaces for this Western 
Union booth are provided by cementing 
opaque Bakelite Plastic Sheets (Formica) to 
both top and sides. Tough and resistant to 
wear, they are unharmed by constant use 
and daily cleaning. ] 


Washable Charts 


This printed machine shop instruction chart 
is incorporated by a special process into a 
transparent Bakelite Plastic Sheet (Lami- 
coid). It may be written on,’ yet markings 
—even grease, are wiped off without dam- 
aging underlying printing. 


Messages on display panels” may be effec- 
tively illuminated from the back by cutting 
these units from Bakelite Plastic Sheets that 
have opaque surfaces and translucent back- 
ing (Lamicoid). Tooling away the outer 
surface reveals the light-diffusing layer. 


Window Displays ee 
The entire back panel and circular sections 
are fabricated from sheets of translucent 
Bakelite Plastics (Lamicoid). Illustrations 
and lettering, painted on the surface of this 
stock, employ intermittent rear lighting for 
strong contrasting effects. 


- 


